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THE MIDWEST‘S OUTSTANDING 
ADVERTISING PRODUCTION, 

PROMOTION AND MERCHANDISING 
MARKET PLACE 
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Tae as Cw advertising 
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ED \ EXPOSITION 
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CT aan MORRISON HOTEL 
MORE Chicago, Illinois 

a S f wa oe O SHOW HOURS: 11:00 A. M. ‘Till 9:00 P. M. 

py N D | ¢ a Sunday Through Wednesday 

The NAIE is a moving panorama enveloping more than thirty dif- 

hy 0 4 ia 0 f ferent Advertising Production, Promotion and Merchandising In- 

dustries. It It is a market place as well as an educational exposi- 

E i] a 4 Y if a | i] G tion. You can see actual demonstrations; preview, test and evalu- 

ate new ideas, services, equipment, materials and techniques used 

in many different phases of advertising production, promotion and 

merchandising... all in one trip and under one roof! 

8 SA Ge A Waite For FREE ADMISSION TICKETS Today! 

MOR 
DOREBR Seruice - Eguipment-Material- Techniques 
SPACE f cals ales 

ART-LAYOUT @ OFFSET PLATES @ ENVELOPES @ VISUAL AIDS 
@ PHOTOGRAPHY @ DIRECT MAIL e FILMS—SLIDES 

MP se ce over 
Tear ore ok a? ; S000 

OR PHONE ATTENDED 
ay , LAST SHOW! 

NATIONAL ADVERTISING INDUSTRIES EXPOSITION 
L. WM. BAKER, Managing Director MORE 

3302 DODGE ST. — OMAHA, NEBR. —- PHONE: WEBSTER 2503 EXPECTED AT 

MARCUS W. HINSON, Associate Director THIS SHOW 
CHICAGO OFFICE: 19 SO. LASALLE ST. — PHONE: STATE 2-6337 
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lo America 

Correspondence and Office Papers 

With experienced papermakers, modern mill Letterpress Papers 

facilities, and vast woodlands, Mead is in an Offset Papers 

exceptional position to make and market a wide ; d Bri 

range of grades. Here is a list of products, each ndexes and Bristols 

of which successfully meets three Mead require- Cover Papers 

ments: it is the best of its class; it fills a real Blotting Papers 

customer need; and it provides ever greater 
Label Papers 

value through improved quality. 

Business and Accounting Forms Papers 

KaKKKKKKEKNR Specialties 

MEAD THE MEAD CORPORATION 
,{@ = Dayton, Ohio 

10 er o Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 

wa | f , 7 New York - Chicago + Boston + Philadelphia + Atlanta 
saccoseeseoeseessssnsssnensseconmmeesl 
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that’s as many as Escoffier (or any of his 

disciples) could have cooked, one at a time, 
working day and night, since INTERNATIONAL 

COLOR GRAVURE opened its doors... 

Yes, many things have happened or could have 
happened since 1945. That was the year when we, at 
INTERNATIONAL, started specializing in preparing 
color positives for advertising agencies...and 
SUPERTONE began rendering service in monotone gravure. 

Throughout the ten years, we have demonstrated how 
we have mastered the technique of maintaining fast 
production schedules while meeting every requirement. 

With all the skill and care we know, we shall 
continue to serve our clients intelligently and 
conscientiously ...and to PM’s we do not know we 
suggest an opportunity to show how our them \ 
service in rotogravure preparation can help them 
carry the burden of their responsibilities. 

MANOAI 0 
Sass 

‘gee Lae oie oe 

ROTOGRAVURE ENGRAVERS 

SPECIALIZING IN COLOR 

39 West 60th St. 

NEW YORK 23, N.Y. 

Phone: Circle 5-8750 

LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 6-4601 ; 

480 Lexington Ave 

SUPERTONE, INC. \«w york 17, N.¥. 
Phone: Plaza 3-9468 

ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Just Otliiten Us 
lt Pays to Advertise — in Color 

As part of our emphasis on International Printing Week, 

brated January 15 to 

exhaustive report on 

to be cele- 

21, this issue of Advertising Requirements carries an 

the rising tide of color in printed advertising. The 

tremendous growth in this phase of the business is especially significant 

in the light of what advertisers and agencies have learned about the impact 

of color as expressed in greater readership and direct response. 

It is also interesting to see the emphasis on color in printed media 

and in direct mail, displays, outdoor and packaging, in view of what the 

future holds in color television. Color telecasting is still in the early 

Stages of its development, but the evidence is that as the number of sets 

capable of receiving color programs increases, advertisers will expand their 

use of the medium, thus providing almost universal application of color to 

advertising and promotion. 

The growth of color has been accompanied by tremendous investments 

on the part of media and suppliers in providing the facilities required to 

produce color advertising. Printers and lithographers serving advertisers 

have been increasing the number and size of their color presses. R.0O-p. 

color in newspapers has demanded substantial additions to their press-rooms. 

Packaging is primarily a color problem, and design for sales emphasis has 

called on every possible combination of colors to assure maximum impact 

and memorability. 

The very volume of color advertising represents a challenge to 

creative talent. Color alone is no longer enough, since attention value is 

reduced because of greater competition. Thus design which emphasizes the 

functional use of color, rather than its employment for attention alone, is 

calling into play the best creative brains in every field. 

SKE /) 
G. D. Crain Jr. 

Publisher 
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TABLE OF 
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Take the Pressure 

Off Rush Jobs... 
SAVE TIME... 

SAVE MONEY... 

with the 

yf 
_ ONMANO. 

Model “’B” 

400% Enlarge- 
ment and 
Reduction 

11” x 14” View- 
ing Area 

17” x 21" Copy- 
board Area 

18” x 22” Floor 
Area 

Portable— 
mounted on 
casters 

No hand 
shadow 

Paper Storage 
Shelf 

Price $269.50 

BOOTH 20 
Advertising Industrial 
Exposition—Jan. 29- 

Feb. 1 

Don’t forget the NEW 

“"Y #7 

Lijucikon. 
MODEL “A” 

Its Amazing Features Will 
Astound You .. . No Other 
Like It. 

NEAREST DEALER ON REQUEST 

Manufactured by the 

M. P. GOODKIN CO. 
889 BROAD STREET e NEWARK 2, N. J. 
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AR’‘s Sixth Semi-Annual Editorial Index ........... 

The Increasing Use of Color in Advertising .......... 
Printed advertising is taking on a new personality as more 

admen become color-minded. Here’s how the color picture 
looks today. Dick Hopcson 

Midway Ford Display—A Real Traffic-Stopper ........ 
An enterprising car dealer in Minnesota put a new Ford on 
a platform 30° above the street and garnered loads of pub- 
licity for Ford and himself. 

Disneyland ........ 

Walt Disney’s fabulous playland deserves considerable study 
by admen. As the first in a series of four articles, AR pre- 

sents a preliminary account of Disneyland promotion. 
Puit SEITZ 

Crossroads for Captive Plants .........-4+2eees 
The first of a series of special studies on the question of 
company printing plants—whether to retain control of your 
own printing or to farm it out. 

How to Prepare Camera Copy ....... 2+ ee ee ees 

A checklist of points to observe when preparing copy for 
the engraver. The author discusses mechanicals, type, line 

work, halftones, transparencies and flat copy. 
SAMUEL TISSENBAUM 

ee ee ae” 8 6 Oe ee we ee eee ee ee ee 

A unique ad by RCA’s Television Division utilizes four- 
page space to achieve the effect of six pages. The complete 
production story is told by the author. Jack M. WILLiaMs 

Time and Cost Guide for Producing TV Films ........ 
One of AR’s most called-for articles is brought up to date 
by the author—a leading agency radio and television 

director. LEE RANDON 

How Hallmark Opened New Markets ...........-. 
By devising self-service fixtures tailored to the needs of 
individual stores, Hallmark got its greeting cards off the 
shelves and into the open. MiLpr—eD WEILER 

How to Get More for Your Trade Show Dollars ....... 
There are two sides to every trade show —after you get 
them in, you’ve got to pursue every lead. An expert offers 

advice on traffic building and follow-up. 
WiuiaM S. OrKIN 

Case History of a New Premium User. ........4.+.-. 
After studying many premium offers, Rival Packing Co. 
decided to use the plan of Premium Associates Inc. (for- 
merly the Octagon Plan). Here’s the why of Rival’s 

decision. Harry L. Gapau 

Made in Indiana .... 

How a home-made tv film that cost only $1,500 won a 
million-plus audience for the producer — the Indiana Motor 
Truck Assn. 

22 

25 
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New Look for the Saturday Evening Post .......... 
How a thorough face-lifting transformed a sometimes dull 
looking book into one of the clearest, cleanest and brightest 
consumer publications in the field. ALLEN SOMMERS 

Dress Up Your Sales Presentations. .........+++e-. 

How your proposal document can be another salesman — if 
you use the right paper, give it the personal touch, tailor 

it to the prospect and make it easy to read. Lto G. Sanps 

Walker Luxury Wraps ..... 22.2 eeeeecvvcves 
The complete story behind Hiram Walker’s revolutionary 
gift wrap—a wrap that put liquor retailers into the holiday 
gift business in a big way. H. D. Dots 

Wot Gemples 0. wc ccc ete eee eee ee eee eens 
A revolutionary sampling concept which is proving a boon 
to the do-it-yourself market and which may soon be applied 
to many fields. JAMES JOSEPH 

Publicity Viesing By Big Geom . ww ccc cece eveseves 
How Westclox used light and clever photography to cash in 
on publicity designed to remind citizens to change their 
clocks back or ahead twice each year. WARREN McCANDLESS 

Get Your Colors Worth. ....... 

Designed for admen who aren't artists, this provocative 
article offers practical tips on getting the ultimate in color 

value. 

The Chickens Are Coming 

Date NICHOLS 

How Sperry Candy Co. brought a quarter-century old 
promotion device up to date to maintain its position in an 

increasingly competitive market. 

How to Use Personalized Post Cards . 

BENN OLLMAN 

U. S. Plywood Corp. uses friendly postcards to maintain a 
strong customer-salesman relationship that results in sell- 
ing continuity. JULES LEVIN 

Humorous Angle Helps to Solve Serious Problem ..... . 
When adequate supplies of lithium became once more avail- 
able, Foote Mineral Co. used a clever cartoon booklet to 
make its once-angry customers happy again. 
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Art & Photography.... 

Audio & Visual Aids.... 

Direct Advertising 

Layout & Typography .... 

Packaging & Labeling.... 

Paper. ... 

Photoengraving & Platemaking.... 

Premiums, Prizes & Specialties .... 

Printing & Binding.... 

Radio & TV Production.... 

99 

67 

73 

86 

79 

43 

63 

35 

49 

Signs & Identification Materials... . 107 

Shows & Exhibits.... 

Window & Store Displays.... 

99 

93 

Regular Features 

Advertisers Index... 

Coming Conventions.... 

The Editor's Notebook .... 

How I Solved It.... 

Just Between Us 

Promotion Almanac.... 

Readers Write.... 

AR Reprints.... 

. 120 
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We've been telling you for the past 
23 months about Screen Process 
(Silk Screen if you prefer) printing 
and what a help it can be to you in 
your promotional selling. 

Now we would be pleased if you'll 
tell us exactly how you do use Silk 
Screen Printing in your business. 
Nothing too fancy simply 250 
words or less on how and why you 
feel Screen Process Printing is extra 
helpful to you. 

Sample First sentences . . . I find 
Silk Screen printing especially effec- 
tive for or I use Silk Screen 
printing in or I specify Silk 
Screen printing in... or Silk Screen 
printing solved this problem . 

We hope to turn up both new and 
old “sound reasons” for using Screen 
Process printing that we can feature 
in coming ads. 

$100.00 for the best expression of 
use . . . $50.00 second prize and 
$25.00 for third best entry. 

We would especially like to hear 
from agency personnel (art and pro- 
duction), national and retail ad 
managers, merchandising managers, 
buyers of P.O.P., ete. 

Contest closes January 30, 1956, and 
all entries become property of the 
Naz-Dar Company. Prize-winners 
will be notified no later than Feb- 
ruary 28, 1956. 

SEND IN YOUR 
IDEAS...USES.WE 
WANT TO HEAR 
FROM EVERYONE 

SEND YOUR ENTRY TO: 

NAZ- DAR 
DEPT. C 

461 N. Milwaukee Avenue 

Chicago 10, Illinois 
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“Back From The Winter Vacation” / by Bernard D’Andrea 

On the American Business scene 

“Well, look who’s back!” After a few more moments 

of vacation highlights, Jim, the star salesman, will be 

hard at work. And while he was gone, another star 

salesman was hard at work . . . the company corre- 

spondence written on a crisp, efficient Gilbert Quality 

Paper. 

Just as there is a big difference in salesmen, there 

is a big difference in bond papers. Gilbert Quality 
Papers “get the order” because they have outstanding 

Gilbert Quality Papers 

appearance, work more efficiently and have greater 

stamina. They are made with new cotton fibres, 

further bleached to a fresh snow-whiteness . . . the 

brightest bond paper you can buy. 

Gilbert Papers have richness, snap and “rattle”... 
a crisp feel and sparkling cockle finish that says qual- 

ity. They cannot be equalled for erasability and they 

are exceptionally uniform which means best print- 

ability. Ask your printing supplier. 

GILBERT 
PAPER COMPANY 

Gilbert Bond, Resource Bond. Radiance Bond, Laneaster Bond 

A GOOD LETTER IS ALWAYS BETTER / WRITTEN ON A GILBERT BOND 

6° ar ¢ January 1956 . for more details circle 599, page 121 



The Editors 

Whatever else they say about us, 

nobody can accuse AR of resisting 
change. As you’ve undoubtedly 
noticed, we have instituted some 

major revisions in our format with 

this issue. 

The biggest change is one we're 

unhappy about, while at the same 
time we’re happy about the things 
that caused it. The change is to side- 

stitch binding from  saddle-stitch. 

The reason: inserts, those colorful 
advertisements which have become 
part of the basic format of AR. 

As our volume of insert advertis- 
ing has increased (28 pages out of a 
total of 130—over 20% —in the No- 
vember AR, for example, were either 

advertising or editorial inserts) we 

have had to face up to the inevitable 
change in binding. 

>Frankly, we feel that a saddle- 
stitched magazine is far superior to 

one which is side bound. It lies 

flatter, is easier to handle and is 
less difficult to read. But, in a saddle- 
stitched magazine there are just so 
many practical insert positions—and 
AR has long since exhausted all of 

these and had to use some which 

were not so practical. 

Then there’s the matter of time. 
With AR’s printing schedule, it re- 
quires an additional day of produc- 

tion for every two inserts which are 
tipped-on (glued to the printed sig- 

natures) beyond the first two. There 
are enough delays in the normal pro- 
duction of a magazine such as AR, 
without adding a week or more just 

to handle “extra” inserts (and that 

was the prospect for 1956). 

When we made the change, we had 

hoped to use some special method 
which would permit flat opening of 
AR. However, extensive investiga- 

tion indicated that, at least for the 
time being, this wasn’t practical. 

We're continuing to investigate all 
possibilities and we hope, at some 

future date, we will be able to make 
another revision in our method of 

binding. 

> We felt that this issue was also the 
logical time to make some other for- 
mat changes. Most of them are minor 
ones—and there are others coming 

up in the next few issues. But all 
of the changes have one purpose in 
mind—to make AR the most prac- 
tical and easy-to-read-and-use mag- 
azine for the adman. 

Our art director, Ed Wagner, has 
spent a great deal of time planning 

new headings for most of our regular 

features. We have tried to make 
them blend into the book as a whole 
so that they will not detract from 
the basic reading material. 

As always, we will welcome any 
and all comments, suggestions and 

criticisms from our readers. From 

our start nearly three years ago (can 

it possibly be that long?), we have 
enjoyed a close relationship with our 
readers. You have been responsible 
for the constant progress we are told 
we are making. We don’t just laugh 

off your comments as crank letters 
or phone calls. We use them as an 
honest guide for future planning. 

>In place of “Idea Album” in this 
issue, you'll find our semi-annual 
editorial index. Two things stand out 

in this sixth index: 

e The number of industry experts 

who are turning to AR as a medium 

for expressing their ideas and de- 

scribing their pet projects. 

e The development of a staff of top- 

flight regular correspondents 
throughout the U. S. and abroad. 

We are particularly proud of the 

work of our correspondents, who are 

constantly on the look out for the 

type of material which is our spe- 

cialty—helpful how-to-do-it articles 

on advertising production, promo- 

tion and merchandising. 

>In the next few months you will 

see the work of several new corre- 
spondents on our pages—reporting 

from areas where AR has had only 

CUUGCEUCEEUREREEREEOEEOEREOCEOEOUCCOSROECERROEOCHRUOSREOOUREORGOERORCORGOEUEECOCCHOCRCRORCROORERGRECERCERRCEUOEOROREGEOCCCUOREOERRECOCRRECORCORGHRCRROREOREOOEORESEEE 

Display typefaces in this issue Page 25—Alternate Gothic, Tempo Heavy & Cello Lettering 157 
31—hand-lettering; 35—Karnak Medium; 43—Bernhard Modern Bold Italic G Modern Bold; 49- 
Rondo Bold & 20th Century Ultrabold; 53—20th Century Ultrabold; 59—-Bodoni Campanile; 63- 
Stymie Extrabold; 73—Venus Extrabold Extended & hand-lettering; 79—Karnak Black Condensed; 
86—Cheltenham Bold Extended; 94—Venus Extrabold Extended; 99—Radiant Medium; 105 

Lydian Cursive G Bold Condensed; 117 lettering; 107—Ultra Bodoni; 113 
; hand 

20th Century Extrabold 

BIG NATIONAL 
ADVERTISERS 

, PRE-TESTED 
‘ for WEATHER WEAR 

Any type outdoor Signs 

you may require for effec- 
tive outdoor advertising, 

and produced in quantity, 
are made in the modern 

GRACE plant in the mod- 
ern manner—for superior 
service life and attrac- 
tiveness. Yes, they out- 

last — and out-sell com- 
petition 

POINT OF 
aL Na 

ROADSIDE « 

ae 

REFLECTORIZED 

SILK SCREEN 
PROCESSED 
The special GRACE meth- 
od of applying colors to 
depict product and en- 

hance design, is fast, 
accurate and artistic 

GRACE made signs have 
Pee mere) | it—eye, and buy appeal! 

ns 
Sr has 
\OTOR OF 

iS 
FARMERS IMPLEMENT CO. | 

iT 
WE DESIGN ANY TYPE SIGN 
If your clients desire special type signs, let us know 

Our art department will make up a sample sign free for 

approval, from sketches made by ->-—~ 

client or us. What are YOUR needs? 

SEND FOR CATALOG 

iN FULL COLOR 

GRACE SIGN & MFG. CO. 
3600 S$. 2nd ST. * ST. LOUIS 18, MO 
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Stickin. Around 
wat 4 9 4 

Puts “Pay” in “Display” 
What does? KLEEN-STIK, of 
course! Practically every type of 
P.O.P. display and label “pays off”’ 
better when you add the peel-an’- 
press usability of this marv’lus ad- 
hesive. More dealers and salesmen 
use ’em ... more buyers see ’em! 

3-Way Bottle ‘Booster”’ 
To boost all bottle goods sales, 
GLASS CONTAINER MFRS. 
INS ST., New York, furnishes this 
“triple-threat”” piece to 6,000 U.S. 
bottlers. Cosasell ones hwise, a giant 
bottle-cap “‘pops up”’ for use as a 
“shelf-talker”’ . cut off at the 
score, it wraps around a pyramid of 
bottles, or forms a colorful sign for 
wall, window, or truck. Either way 
KLEEN-STIK STRIPS get it u 
easy and keep it up! Slick ‘LEEN. 
STIK application by GCMI Mktg. 
Director R. L. CHENEY, in league 
with JIM LEINDECKER and 
JOEL CONRON of KENYON & 
ECKHARDT ad agency. 

Able” Airline Label 

To control ‘“‘carry-on’”’ baggage, 
AMERICAN AIRLINES uses this 
colorful gold foil label, backed with 
special KLEEN-STIK adhesive. 
The ticket clerk puts each pie ce of 
baggage thru an ingenious “bag 
tester”, and presses a label on each 
approved piece. And here’s the 
‘gimmick”’’ —due to the special ad- 
hesive, the label cannot be removed 
without destroying it! (However, it 
sticks permanently for use on future 
flights.) ALLEN HOLLANDER 
CO., INC., N.Y.C., did the ‘‘able”’ 
xroduction in rolls for use with 
and or automatic dispensers. 

Have you a favorite KLEEN-STIK 
display or label you’d like to see 
featured in this column? Send us a 
sample and full details, including 
the names of the people responsi- 
ble for designing and producing it. 
There’s a valuable surprise prize 
for every contributor! 

KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue * Chicago 31, Ill. 

Pioneers in pressure sensitives for Advertising and Labeling 

. for more details circle 610, page 121 
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spasmodic coverage in the past. And 

there will continue to be reports 
from such AR “regulars” as P. K. 

Thomajan in New Jersey, Allen 
Sommers in Philadelphia, Robert B. 
Konikow in Maryland, Haviland F. 
Reves in Detroit, Benn Ollman in 
Milwaukee, Mildred Weiler in St. 
Louis, H. J. Bullen in San Diego, 
Phil Seitz in Los Angeles, Jeff Thom- 
son in San Francisco (plus Ben 

Kruse and Jim Joseph, also covering 
Western stories for AR). 

At the same time, we’ve been 
building up an impressive list of 
experts in special fields, and many 
of them have become regular con- 

tributors to AR’s columns as well as 
advisors on special editorial prob- 
lems. 

But the real core of AR’s con- 
tributors continues to be our readers. 
You're the people with the “inside 
stories” that are always most wel- 
come additions to our table of con- 
tents. As we've said frequently be- 
fore, we always welcome your con- 
tributions whether they are ideas 
or articles. 

>The 1955 design awards of the 
Brewers Assn. of America help to 

underscore the fact that AR’s edi- 
torial contributions are coming from 
the right sources. 

e The Gunther Brewing Co. walked 
off with 13 top prizes for their pack- 
ages, advertising and promotional 
materials—more than any other 
brewer. The awards were the result 
of the intensive promotion Gunther 
put into its new label (plus, of 
course, the label itself). The July 55 
AR beat the association to the punch 
with a special article, “How Gunther 

is Promoting Its New Label” by Ar- 
thur Goldman, Gunther’s director of 
advertising. 

e The grand championship design 

award went to a new label designed 
by Walter Landor, whose designs 
also won 10 other major awards in 
the competition. AR has presented 
two special features during the past 
year describing design projects of 
prize-winner Landor: “New Pack- 

ages for Nails” (Apr. 55 AR) and 
“Package Design with a Meaning” 

(Dec. 55 AR). We’ve also arranged 
with Mr. Landor for a series of spe- 
cial articles on integrated design pro- 
grams to be published during 1956. 

> We enjoyed a visit to the new Lin- 
colnwood, IIl., plant of Magill-Wein- 
sheimer Co. Particularly interesting 
was the use of a full-color-coordi- 

nated system of 21 standardized 
interior colors aimed at reducing 
visual fatigue, boosting production 
and heightening safety and morale. 
The color styling was the work of 

Magill-Weinsheimer Co. 

. far from colorless. 

Faber Birren, who authored AR’s 
“Color in Advertising” (November 
1954). 

Printing plants are normally a 
pretty colorless affair when com- 
pared with the material they turn 
out. But not so at Magill-Wein- 
sheimer. Mr. Birren selected grays, 
soft yellow, coral, rosy red and blu- 
ish green. Wash rooms and lounges 

have clear tints of turquoise. The 
cafeteria has luminous flamingo red 
plus a decorative wallpaper. Colors 
are also put to good use to point out 
potential hazards. 

However, in the plate department 
where fine color discrimination is im- 
perative, the walls are plain, ordinary 
white. 

> Some interesting new facts on color 

appear in a news release from Pitts- 
burgh Plate Glass Co. The release 
reports on a research project con- 

ducted with the Psychological Lab- 
oratory of The Johns Hopkins Uni- 
versity for Cooperative Research. 
The findings: 
e A bright surface appears closer 
than a dark one with a maximum 
average change in apparent distances 
of about 17% 
e As much as 19% change in appar- 
ent distance can be attributed to hue 
changes for saturated hues or deep 
colors. Less saturated hues — pastel 
colors—show the same effects but 
to a lesser degree. 
e Hues of longer dominant wave- 
length appear closer than hues of 
shorter dominant wavelength. In 
general, highly saturated colors tend 
to appear closer than colors of low 
saturation. 

The original test was made in 20 
post offices and the reaction was 
favorable from all concerned. Pil- 
ferage was a problem at first, even 
though the péns are attached to desks 
by a metal chain. But that appears 
to have been minimized. 

> Interesting development in point- 
of-purchase display comes from 
Rowe Mfg. Co. Inc., Whippany, N. J. 
Rowe has just come out with a new 
11-column cigaret vending machine 
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with four velvet-lined “jewel cases” 
built into the face for the display 
of leading brands (see cut). 

With automatic merchandising ma- 

chines becoming increasingly impor- 
tant, a whole series of new point-of- 

purchase display problems are being 
created for admen whose products 
are sold through venders. Rowe has 

long taken the lead in incorporating 
built-in displays in its machines, but 
there has been far too little attention 
given to this problem thus far by 
others. 

>It took 14 months, but Joe Clifford 
finally found out how to land a spot 
radio campaign which had constantly 

evaded him. The KEX, Portland, 
Ore., account executive had been 

meeting a stone wall of resistance 

from the admen at two retail pros- 
pects. 

The problem appeared even 
tougher when the two prospects 
merged and began operating under 

a combined management. Some fast 

work, however, turned the trick: 

e At 3:30 p.m. one day, Clifford 

learned that the combined personnel 
of the two stores—about 200 persons 

—were meeting that evening at a get- 

acquainted party, for which back- 
ground music would be by record- 
ings. 

e Clifford made a few fast phone 
calls and got permission to sandwich 

a special “commercial” for the new 
combination between two of the 
musical numbers at the party. 

e He then dashed off a script and 
cut the transcription between 4 and 
5 p.m. with the aid of a KEX an- 
nouncer. 

e The sample commercial turned out 
to be a hard sell chain break, stress- 
ing the advantages to the public of 
the merger. This was followed by a 
message from the station, congratu- 

lating all personnel on the merger 

and explaining to them what an im- 
portant role spot radio could play 
in making their Grand Opening a 
success. 

e Within 24 hours, the tide had 

turned. KEX had a major contract 
for chain breaks promoting the open- 
ing and, a few days later, a contract 
for local sponsorship of a network 
show. 

>A Washington, D. C. art studio has 
undertaken a campaign which de- 
serves consideration. John MacLeod 
& Associates set out to “explode the 
myth that artwork is expensive.” In 
a series of regular mailings, the 

studio cautioned the prospective art 
buyer, in bantering but direct lan- 
guage, against spending so much of 

his budget for presswork and postage 

that only a minimum is left to buy 
the very necessary and effective 
means of gaining attention and in- 

terest. Clients were urged, instead, 
to save their money by obtaining 

good art and design. 
MacLeod kept repeating that the 

best of printing can be only the mul- 
tiple reproduction of what is handed 
to the printer. The basic philosophy: 
a designer is a designer, and a printer 

a printer. 

The studio presented the case that 

the designer is the architect of print- 
ing. It’s a thought well worth con- 

sideration by all admen. 

>P. K. Thomajan, a frequent con- 
tributor to the columns of AR, has 
developed an illustrated speech, “Ad- 
vertising Gimmicks,” which he is 

presenting before various club 
groups. A noted advertising and edi- 

torial writer, Mr. Thomajan has de- 

veloped a unique collection of un- 
usual advertising. 

Clubs wishing to contact Mr. 

Thomajan can reach him at 544 
Hackensack St., Carlstadt, N. J. 44 

ARTISTS LOVE ... 

“See this cover illustration by Norman 

Rockwell? That's the kind of art I'd like 

from you!” 

t 

talk about 

we success... 

—~ 

we MULTIPLY success! 

Don’t let a good job down. . . When you 

need imprinting, you can be assured of 

quality with JSM. It’s more than a matter 

of pride with us . . . Because we special- 

ize in fine printing of every kind, we give 

the same craftsmanlike attention to 

imprinting as we do to 4-color process 

catalogs. 

Best of all, we're economy minded here, 

too. Whatever your printing needs. . . 

small or large runs . . . you'll find tops 

in service and quality at JSM. 

Imprinting Specialists 

LETTERPRESS 

LITHOGRAPHY 

oe CATALOGS 
BROCHURES 

PRINTING CORP. 

161 GRAND ST.. NEW YORK 11, N. Y. 
TELEPHONE CANAL 6-5588 
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the Ring Binder that 
STANDS, SITS 
or LIES FLAT 

to get your prospect’s attention 
At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props upat a 30 angle when prospect 
is standing, 60° when prospect is sit- 
ting. This better vision means better 
presentation. Sets up and takes down 
in a flash; no fussing with gadgets. 

SEND For Full Line Folder 

1708 West Washington 

CHICAGO 12, ILL. 
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SORG’S 

LEATHER EMBOSSED 
COVER 

|| sore’s 
PLATE FINISH 
COVER 

9 ATTRACTIVE COLORS Twins from “tip to toe” in their base paper and range of colors, Sorg’s 

AND WHITE Leather Embossed and Sorg’s Plate Finish present a striking contrast in 
INDIA MANDARIN their smart and durable but distinctively differing finishes. 

RED BLUE a — a ~ a i ~.eresn finial. Nate Finis GREY TAN Leather Embossed, with its handsome leather-grain finish, and Plate Finish, 
GREEN CANARY with its gleaming smooth surface, are both cylinder-made from selected fibres 

GOLDENROD that are specially blended to give the toughness of good tag stock, the beauty 
of quality cover stock, and the printability of fine book paper. 

Individual preference or the nature of the printed piece may determine your 
selection of finishes, but whichever finish you choose you can be confident 
of superior printing results and of a distinctive, quality appearance. 

Ask your Sorg distributor for free swatch folders of both oe 
Leather Embossed and Plate Finish. > 

3 hey, 

pe aa THE SORG PAPER COMPANY 
Manufacturers and Converters of Stock Line and Specialty Papers 

MIDDLETOWN. OHIO 
OFFICES IN NEW YORK + BOSTON «+ PHILADELPHIA + CHICAGO «+ ST. LOUIS + LOS ANGELES 

STOCK LINES 
WHITE SOREX @ CREAM SOREX @ LEATHER EMBOSSED COVER @ PLATE FINISH COVER 

EQUATOR INDEX BRISTOL @ EQUATOR ANTIQUE @ TENSALEX 

VALLEY CREAM AND MIDDLETOWN POST CARD 

NO. 1 JUTE DOCUMENT @ #410 TRANSLUCENT @ GRANITE MIMEOGRAPH 
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READERS 

Impressed 
e I was very much impressed by 
your editorial on page 3 in the No- 
vember Advertising Requirements. 

Would you be kind enough to for- 
ward me copies of any material that 
you have on the subject of “Private 
Printing Plant for Sale”? 

Unfortunately, I cannot find my 
October issue, but I would like this 

plus any other material you may 

have. 
L. C. GEORGE 
Ass’t Mgr., Consumer Relations 

Dept., International Harvester 
Co. of Canada, Hamilton, On- 
tario 

Novel Business Card 
e We think our business cards, made 
from same material as our mats, are 
a novel way to advertise our business 
—the making of newspaper admats 
for the advertising trade. We also 

manufacture pattern plates, advertis- 
ing plastic plates and all kinds of 
printing plates. 
We always eagerly await AR and 

thoroughly enjoy each issue. 
You are doing an excellent job in 

the advertising field. Keep up the 

good work. 
JAMES F. WALL 
CSW Plastic Types, Inc., Hart- 
ford, Conn. 

They Like AR 
e I started with your first issue and 
have enjoyed every issue of the pub- 
lication since then. But the greatest 

pleasure I get . . . is watching you 
work each issue for the best of print- 
able material that will be of interest 

to the readers. 
The fact that you recognize every 

publication must improve from time 
to time adds further impetus to my 
statement above... . I am convinced 
that by your hard work and diligence 
in preparing the publication for us, in 
the advertising field, that if a new 
reader does not buy it for that factor 
alone he doesn’t have his mind on his 
work. 

Out here where advertising re- 
quirements are limited we look for- 
ward to each issue for the informa- 
tion we can use. Not everything we 
ask for is used immediately, but is 
filed, and when we try to exercise 

imagination towards sales tools in 
every available way, we have but to 
dig in our file and usually we come 
up with something that provides our 
clients with a broader aspect of ad- 
vertising or public relations. 

Incidentally, out here in Montana 
we don’t have many sources for items 
and programs, and naturally up ’til 
now sales in imaginative advertising 
work has been very dull, but with 
our file of AR credits to manufactur- 
ers, our file will be as good if not 
better than files elsewhere. 

So we take our hats off to you for 
being able to put us in touch with the 
right kind of people. 

INGVARD EIDE 
Manager, Graphic Arts Co., Miss- 
oula, Mont. 

e We are wondering why anyone 
should fail to appreciate AR. It’s 
our main source for keeping up with 
new technical developments and we 
comb it from cover to cover to be 
sure we miss nothing. It’s the most 
thoroughly read art or advertising 
publication of the seven we receive. 

DonaLp Haven HALL 

Corona del Mar, Cal. 

e I wish to take this opportunity 
to say that I’ve enjoyed reading 
your magazine immensely, and feel 
it’s high time I subscribed to it for 
myself instead of beating others’ 
copies dog-eared. 

C. W. KuiInc 
Asst. to the General Manager, 

Publication Division, Kling Stu- 

dios Inc., Chicago 

AR’s Contribution 
e We have a wall on which we place 
originals of cartoons which deal with 
advertising or related subjects, and 
in the November issue of AR there is 

a cartoon which would be a worthy 
addition to this collection. 

It is the “Personnel Men Love...” 
cartoon on page 10, and if available 
we would be delighted to frame it 
and place it up with others now 
hanging in the Journalism Building. 
Thank you for your attention to 

this request. 
ALLAN Scott 
Associate Professor, School of 

Journalism, The University of 

Texas 
We’re glad to provide an original for 

the Journalism Building wall... Ed. 

“Filmotype” 
helped us 
uel cme lites 
and 
Tye esy ators 
clients’ 

says Robert 
Sydney Dickens, 

Dickens Inc., package 
design studio 

“Finest professional quality photo-compasition 
hand lettering and er type. 

“Where speed, quality or volume is re- 
quired for display type or lettering as a 
guide in comprehensive layouts and for 
finished art . . . we always Sans the right 
answer right in our own office — Filmotype!”’ 

Apply these proved dependable Filmotype 
features to your operation: 

e Almost instantly, razor-sharp, jet black 
copy ready for paste-up. 

e The alphabet you want for any occasion! 
Filmotype’s enormous selection includes 
over 1,000 styles and sizes of popular 
hand lettering and imported and domestic 
type. 

e So easy to operate, anyone can do it 
after a few basic instructions—so eco- 
nomical, costs only a few cents a head- 
line! 

THE FILMOTYPE corporation 
60 W. Superior 
Chicago 10, Illinois 

Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 

FIRM 

ADDRESS 

CITY ZONE STATE 
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“One Coloured Picture Is 

Worth 10,000 Words” 

If a black-and-white picture is worth 

1,000 words, a colour reproduction 

is worth ten times more! It has been 

proven that the little extra cost for 

colour advertising is offset many 

times by the greatly improved re- 

sults. 

Make sure—in fact, be positive— 

that your next advertising program 

includes a SHORECOLOR postcard. 

Full-color cards on Champion 10 pt. 

Kromekote postcard. Size 32"x5'2": 

6,250—$106 

12,500—$162 

25,000—$285 

50,000—$ 445 

100,000—$ 695 

250,000—$1,675 

Write for Sample Kit of cards which 
have proved successful for many of the 
country’s leading advertisers. 

SHORECOLOR, INC. 
DIV. OF SHOREWOOD PRESS 

Dept. C, 304 East 45th St., New York 17, N. Y. 
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lironuarion 
WANTED) 

The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 

Mural Ideas Wanted 
e We are an advertising agency and 
we would like to enlist your aid in 
a project we are currently working 
on. We are redecorating our offices 
and in the reception room we plan 
to have one wall as a photographic 
mural on advertising. This material 
will be designed to depict the people, 
processes and skills involved in ad- 
vertising. 

The mural will be composed of a 
montage of photographs and each 
photograph will typify a particular 
phase or individual of the advertis- 
ing world. 
We would like to call upon you to 

help us locate some appropriate pho- 
tographs. We have already contacted 
several of the leading people and 
associations in the advertising in- 

dustry. However, there are a few 
“types” that stump us, and we are 
hoping that possibly in your files you 
may have material which would be 
of help to us. The types specifically 
are: the copy writer, the production 
manager, the account executive, the 

research worker, the media man, the 
artist and the art director. 
We would be deeply grateful for 

any material you can send us and we 
would be very glad to return any 
material that you would like to have 
back. 

LEONARD S. KANZER 
Rosenfield Advertising Co., Bos- 

ton, Mass. 

Needs Addresses 
e Can you give us the names and 
addresses of some paper companies 
who can supply us with gold colored 
paper stock? 
We plan to use same as imprinted 

inserts in our direct mail program. 
S. Summ 
Dom-Bar Novelty Co., Chicago. 

For Display Purposes 
e Can you provide us with informa- 
tion or research material that would 
be helpful in determining what type 
of display piece is likely to be most 
acceptable to a tavern operator for 
interior use, what types have been 
used most successfully by the beer 
and liquor suppliers for brand iden- 
tification inside the tavern, and any 
data that would serve to indicate the 
length of use of successfully placed 
tavern display material? We will be 
most appreciative if you could reply 
right away, either with information 
you have or with directions to 
sources that could be helpful. 

Howarp Kiatr 

Al Herr Advertising Agency, 
Inc., Milwaukee 

Plastic Reproductions 
e It would be much appreciated if 
you could furnish me with informa- 
tion as to any company which pro- 
duces small plastic reproduction of 
such items as furniture, kitchen cab- 
inets, etc. I wish to produce a small 
kit which will enable a housewife or 
dealer to visualize a kitchen layout 
involving our Preway products, 

which are built-in ranges and refrig- 
erators. In order to do this I need the 
address and information about some 
firm which can produce such minia- 
ture models for this kit. 

Henry F. SHEA 

Preway Inc., Wisconsin Rapids, 
Wis. 

Need Color Visualizer Books 
e We are interested in a source of 

supply for color selector or color 
visualizer books that contain room 

scenes, silk-screened on either ace- 

tate or cellophane sheets, whereby 
color swatches can be placed di- 
rectly behind this sheet and the 
wall, ceiling or floor can be visual- 

ized with different colors. 
Any information that you can pass 

on to us will be greatly appreciated. 
Don GRIFFIN 
Advertising Supervisor, DeSoto 
Paint & Varnish Co., Garland, 
Texas 

Thermometer Hunt 
e We are looking for Jumbo Ther- 
mometers, the ones that used to be 
used as a billboard. It was six to eight 
feet high with spaces around it for 
advertisements. We would also like 
to find a firm that makes clocks and 
barometers for the same purpose, 
advertising. 

J. RaymMonp Dopson 
Dodson Advertising Agency, 
Texarkana, Ark.-Tex. 



Needs Help For Campaign 
e Can you give me any leads? 

A broach manufacturing client 
(precision metal working tools) is 
seeking a campaign for direct mail 
that will broaden their market and 
establish them as the source for any 
difficult job in broach design and 
manufacture. 

We already have a fairly success- 
ful job story approach. However, 
we've fallen down on the introduc- 
tion of the human aspect of the com- 
pany, and after all it’s the experience 
of the craftsmen that determines the 
end result. These tools are quite ex- 
pensive and the responsibility of each 
man working on a job is consider- 
able ... one slip or error may result 
in the scrapping of a $5-$15,000 
broach. 
My plan is to use an informal ap- 

proach, showing the men, one at a 
time, with each job story, at their 
particular tasks. The story of each 
man’s background will then be woven 
into the requirements in successfully 

producing the tools to do the job 
required for the customer’s metal fin- 
ishing need. 

Before finalizing the campaign I'd 
like to compare notes with any one 

who has used a similar approach as 
a guide for technique and also to 
learn the results of such a campaign. 

Any hints where I might find a col- 
lection of such ads, any editorial 
matter about this type of advertis- 
ing, or any basic source material I 

could draw upon? 

Hers WEBSTER 
Garden City, Mich. 

Wants Stock Photos 
e Would you please let me have the 
names of various stock photograph 
supply houses, such as Eye-catchers. 
I am interested in photographs of 
young men and women walking 
along the street, at bowling alleys, at 
soft drink counters and various other 

daily activities. 

Your kind cooperation in letting 

me have the names of these houses 
would be greatly appreciated. 

PAUL SCHLACHTER 
Harold F. Stanfield Ltd. Adver- 
tising, Montreal, Que., Canada 

Musical Commercials 

e Do you have any information or 

can you refer us to any articles con- 
cerning musical commercials? We 

would like information on their ef- 

fectiveness, varied uses, etc. Thank 

you for any help you can give us. 

JOYCE KEELER 

Pacific National Advertising 

Agency, Spokane, Wash. 

this 
new 
Carbo 
Faner 
lypewr A 

ibbon 
at Our 
Expense 

How To Get Your FREE Ribbon With your present carbon paper 

ribbon, type this line on your business letterhead: “Saw ad in Jan. Advertising 

Requirements.” Include typewriter make and your name. Mail to Columbia Ribbon 

and Carbon Mfg. Co., 971 Herb Hill Road, Glen Cove, N. Y. 

*Note: Carbon r:bbons do not fit fabric ribbon-using typewriters 

RIBBONS - CARBONS - DUPLICATING SUPPLIES 
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OU/ 
i SOLVED IT 

Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 

drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 

No material will be returned unless specifically requested, 
and accompanied by return postage. 

Saves Time and Trip 

With Novel Method 
Recently, while doing printing on a 

Multilith machine involving the use 
of “Duro-Clear” mechanical nega- 

tives, we ran into the problem of 
getting a signature on the mechanical 

negative without making a trip to 

the negative-maker. 
We worked it out by writing the 

signature on a transopaque Bourges 
sheet with a plastic stylus and 
stripped this in on the mechanical 
negative. 

For additional lettering used with 
the signature, we used a standard 
mimeograph lettering guide and cut 

the letters in a Bourges sheet with 
the stylus. 

Since the light in a fluorescent ex- 

posure frame will not penetrate the 
red color on the Bourges sheet, a 
perfect image of the signature or let- 
tering will be printed on the plate 
in a recommended exposure of about 
one and one-half minutes. 

WortH WHITE 

Promotion Director, Radio Co., 
Raleigh, N. C. 

Double Tissues Avoid 

Confusion at Printers 
Our tissue flaps over the catalog 

paste-up flats were frequently so 
cluttered with type, illustration, and 
price corrections the printers became 

very confused when faced with them. 
Since it was impossible to avoid 

making numerous markings, we de- 

cided to prepare each paste-up with 
two tissue flaps. Now, before deliv- 
ering the paste-up to the printer, we 
simply tear off the tissue that has 
been marked up for the artist and 
typesetter. This leaves the clean tis- 
sue for clear-cut instructions to the 
printer. 

WiuuiaM F. SMITHANA 

Advertising & Sales Dept., Mas- 
sey-Harris Division, Racine, 
Wis. 

Lac Tee a 

This 

Package 

fey eh aol isk 

ADVERTISING 

WE 

Mixed Shipment Problem 

Solved by Bright Stickers 
Since our sales promotional mate- 

rial was usually sent with other types 

of merchandise to our district offices, 
the district manager or salesman had 
no way of knowing which box con- 

tained the advertising material until 

all were opened. 
Solving this problem was simple 

enough and most effective. We de- 
vised bright stickers to be pasted on 
the box containing advertising ma- 
terial. 

R. E. Davies Jr. 

Advertising Production Man- 

ager, S. C. Johnson & Son Inc., 

Racine, Wis. 

“Tips” to Get Editors 

To Publish Releases 
How to get editors to publish more 

of your releases is a problem shared 

by most advertising and publicity 

men. While the release should have 

news value, freshness and human in- 

terest, we’ve found it also wise to re- 

member “editors are people” and 

listed a few important “do’s” in the 

matter of editors versus releases: 

e Learn what each editor likes—the 



type of copy he favors. This can be 
learned only by studying his editorial 
policy and pictorial preference. 
e Make it unusual. Remember, each 

editor receives a constant barrage of 

releases every day. So imagine the 
monotony he feels and make yours 
different and interesting. 
e Make it easy for the editor to 
publish your releases. Don’t wait till 
the last minute, but send timed re- 
leases as early as possible. 
e You help him. All publications 
appreciate information or leads on 
good stories. Keep the commercial 

tinge out of it. 
Hope this increases your percent- 

age of publicity breaks. 

FRANCES C. GREEN 
Dubin and Feldman Inc., Pitts- 
burgh, Pa. 

Reduces Costs of Plates 

Through Maximum Use 
We liked the results from using an 

advertising plate in our mailing ma- 

chine, but winced at the high cost! 

Since there was no feasible way of 

cutting the original cost, we devised 

a method of getting maximum mile- 
age out of the plates we do order. 

With mailings from numerous 

branches, we set up a schedule for 

rotation of the plates from one 
branch to another. For instance, the 
Brooklyn branch may be using the 
plate promoting prefinished plywood 
one month. At the end of the month, 
Brooklyn will mail this plate to St. 
Louis. Philadelphia, in turn, will 
send Brooklyn the Micarta plate. 

The schedule is figured out by 
the executive office, and each branch 
adheres to it. Now we feel that we’re 
really getting full value out of the 
money we spend on these advertising 
plates. 

JuLEs LEVIN 

West Hempstead, N. Y. 

Save by Not Sealing 

Overseas Mailing 
Thanks to that “foreign” stamp, 

overseas mailings always get special 
attention from the recipients. So why 

not save that first class postage and 
send them unsealed? 

If you think about the hundreds 
of dollars you can save on postal 
charges when making an extensive 

mailing—and the attention you give 

“foreign” stamps arriving in your 
office—you won't have to run a board 
meeting to decide on that “to seal or 

unseal” question. 

R. S. Lyons 

Sales Promotion Mgr., George 

Newnes Ltd., London 

January i700 * ar * to 
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cleaner. 
clearer 

in your 

merchandising — 

PAN Me 
a oF a 

sERVE 

Flag down prospects... 

turn ’em into customers 

with H&D ‘‘Selmor’’’ Displays. 

HINDE & DAUCH 
Subsidiary of West Virginia Pulp and Paper Company 

Sandusky 18, Ohio 

WRITE FOR FREE BOOKLET-—'‘HOW TO SELECT VENDING DISPLAYS''—HINDE & DAUCH, SANDUSKY 16, OHIO 
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Loading Bag Is Used 

Instead of Dark Room 
Developing negatives, loading film 

and checking cameras—all this can be 
handled easily without a dark room 
—through the use of an inexpensive 
loading bag. 

For negatives, the technician mere- 

ly places film and tank inside the 

bag, zips it up and inserts his hands 
in the sleeve-like holes. The film 
then can be loaded into the tank just 
as in a dark room. 

After the negatives are in the tank 
and safely covered, the contents may 
be removed and treated in the usual 
manner. Time and temperature proc- 
essing in a sink is the easy non-dark 
room method. 

Loading or cutting film and check- 
ing cameras can be handled in this 

same easy way. Inexpensive, a small 
loading bag can be purchased for less 
than $8 and will pay for itself by 
saving film in addition to the con- 

W venience it affords. 
hy not with the New Year, resolve to explore the latest Mara Epwarps — 

method of setting type . . . photographically? Hollywood, Calif. 

Almost daily, letters arrive at Warwick from new users of this phenomenal . 

typesetting method, letters sprinkled with such expressions as “‘I’ve never Finds Use of Spray 

seen type proofs so sharp!”’. . .“‘I examined my proofs under a strong magni- Keeps Coins Clean 

‘yi ass and the sharpness of the type characters is astounding!”’ etc. 
on aor - While I agree with Mr. Blum of 

Ballenoff Metal Products Co. that a 
pencil eraser will do a good non- 

These exclamations in many cases come from veteran type buyers who 

are now completely sold on Warwick Fotosetter* composition. 
; L aa scratch job in cleaning coins (see 

Why not send a trial order and let us convince you that this is truly a 
“How I Solved It,” June AR), there 
is no need for the job to be redone if 
the coins are sprayed with any one 

sais: tniaia ess taneehieds eats of the clear plastic sprays. 

remarkable advancement in typesetting methods? Write for our type 

specimen book ‘Warwick Photographic Typesetting,” it’s free! 

Also, in the same issue I note that 
Mr. Karr lists several uses for pumice 

powder. Another powder equally 
WARWICK TYPOGRAPHERS, INC. | effective is chalk powder. If lightly 

dusted on repro proofs before han- 
: dling, it will lessen their tendency Dept. F-37 e 920 Washington Avenue « St. Louis 1, Mo to smear. 

Warwick Serves Clients EpitH J. Levy ? 
in 40 States, Canada, Production Mgr., E. J. Presser & 

Mexico and Cuba Co., Charlotte, N. C. 
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Dads me -LASTING OUTDOOR SIGNS ? 
ADVERTISING 

Send for FREE brochure , | 

Find out why the best costs no more... why iit 

it’s more profitable for you to use A-M ; | AND = ww 

signs to sell your product or service. Many } 4! 

of the country’s best-known advertisers 
depend on A-M signs. So can you... for 
trucks, point-of-sale, storefronts, product 
—and almost every outdoor purpose. 

SEE THIS BROCHURE AND SAVE MONEY 

ON SIGNS ... SEND FOR IT TODAY! 

ALLEN-MORRISON SIGN CO. INC. 
Lynchburg, Va. 

ciosed 

‘ “ 

. for more details circle 552, page 121 “NEED IT By SOcLOcK! 
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APRIL 1956 

1-May 31 
Clean-Up, Paint-Up, Fix-Up Community 

Development Programs (Dates are set at 

local discretion during April and May) 

. sponsored by National Clean-Up, 

Paint-Up, Fix-Up Bureau, 1500 Rhode Is- 

land Ave., N.W., Washington 5, D. C. 

1-30 

Spring Festival of Gas Ranges . . . spon- 

sored by American Gas Assn., 420 Lex- 

ington Ave., New York. 

Strawberry Shortcake with Cream Festi- 

val . . . sponsored by American Dairy 

Assn., 20 W. Wacker Dr., Chicago 6. 

America’s Heartland Development Month 

. sponsored by Earle M. Burnett Sr., 

319 Sharp Bldg., Lincoln, Nebr. 

How-to-Do with Butter Days . . . sponsored 

by American Dairy Assn., 20 W. Wacker 

Dr., Chicago 6. 

National Hobby Month . . . sponsored by 

Hobby Guild of America, 550 Fifth Ave., 

New York. 

Cancer Control Month . . . ( presidential 

proclamation) sponsored by American 

Cancer Society, 521 W. 57th St., New 

York 19. 

Cereal and Milk Spring Festival . . . spon- 

sored by Cereal Institute Inc., 135 S. La- 

Salle St., Chicago 3. 

Easter Sunday 

April Fool's Day 

1-7 

National Conservation Week . . . spon- 

sored by National Life Conservation So- 

ciety, 2239 Tiebout Ave., New York 57. 

National Laugh Week 

Honey for Breakfast Week . . . sponsored 

by American Honey Institute, Commercial 

State Bank Bldg., Madison 3, Wis. 

2-8 

National Boys Club Week . . . sponsored 

by Assn. of Newspaper Classified Adver- 

tising Managers Inc., c/o Kenneth Har- 

rington, Dayton Daily News, Dayton, O. 

Army Day .. . sponsored by Military 

Order of the World Wars, 1700 Eye St., 

N. W., Washington 6, D. C. 

National Mother-in-Law Day .. . spon- 

sored by Museum of American Comedy, 

175 Columbus Ave., Tuckahoe, N. Y. 

8-14 

National Noise Abatement Week . . . spon- 

sored by National Noise Abatement Coun- 

cil, 36 W. 46th St., New York 36. 

Pan American Week . . . (presidential 

proclamation ) sponsored by Organization 

of American States, Washington, D. C. 

8-15 

National Model Building Week . . . spon- 

scred by Hobby Guild of America, 550 

Fifth Avenue, New York 19. 

8-16 

American Comedy Week .. . sponsored 

by Museum of American Comedy, 175 

Columbus Ave., Tuckahoe, N. Y. 

9-12 

Packaging Week .. . sponsored by Amer- 

ican Management Assn., 330 W. 42nd St., 

New York 36. 

9-15 

National Sunday School Week . . . spon- 

sored by Laymen’s National Committee 

Inc., Vanderbilt Hotel, New York 16. 

12-21 

Hardware Week .. . sponsored by Na- 

tional Retail Hardware Assn., 964 N. 

Pennsylvania St., Indianapolis, Ind. 

13 

National Fun Day .. . sponsored by Mu- 

seum of American Comedy, 175 Columbus 

Ave., Tuckahoe, N. Y. 

14 

Pan American Day ... ( presidential proc- 

lamation ) sponsored by Organization of 

American States, Washington, D. C. 

15-May 15 
Clean Oil Month . . . sponsored by Fram 

Co., Providence 16, R. I. 

16-21 

Bike Safety Week . . . sponsored by Opti- 

mist International, 1721 Railway Ex- 

change Bldg., St. Louis 1, Mo. 

16-23 

National Do-It-Yourself Week . . . spon- 

sored by Hobby Guild of America, 550 

Fifth Ave., New York 19. 

18 

Brand Names Day ... sponsored by Brand 

Names Foundation, 37 W. 57th St., New 

York 17. 

22-28 

National Garden Week .. . sponsored by 

National Council of State Garden Clubs, 

Essex House, New York 18, N. Y. 

International Retail Credit Education 

Week . . . sponsored by National Retail 

Credit Assn., 375 Jackson Ave., St. Louis 

5. 

National Secretaries Week . . . sponsored 

by National Secretaries Assn., 25 E. 12th 

St., Kansas City 6, Mo. 

United States-Canada Goodwill Week... 

How Graphic Calculator 
serves leading industries 

better home lighting 
The General Electric Home Light Con- 
ditioning Guide slide rule is the store 
salesman’s tool that teams with G.E.’s 
famous 32-page booklet, “See Your Home 
in a New Light” 

Custom-designed by GRAPHIC, this 
slide rule selector incorporates the whole 
contents of the booklet in easy, dra- 
matic form. It helps salesmen make pre- 
cise, authoritative recommendations in 
seconds. “Psychologically more effective 
than the booklet?’ says Harold H. Green 
of G.E. Large Lamp Department... 
“people who are using the “Guide” tell 
us that it is one of the most valuable 
sales aids we have produced” 

For hundreds of companies, GRAPH- 
IC visual aids have turned sales prob- 
lems into sales builders. GRAPHIC 
selectors help customers choose your 
product; demonstrators show your prod- 
uct’s advantages; visualizers and calcu- 
lators help make your product easier 
to use. Let us show you how a GRAPHIC 
DEVICE can solve your problem. With- 
out obligation, mail the coupon today. 

Show it...tell it... sell it 
with custom-designed 

CALCULATORS 
). SELECTORS 
¢) DEMONSTRATORS 

VISUALIZERS 

GRAPHIC CALCULATOR CO.__ 
633 Plymouth Court, Dept. A-16 fi am 
Chicago 5, lilinois rT 

Graphic Calculator Co. 
633 Plymouth Court, 

Dept. A-16, Chicago 5, Ill. 

Please send me free GRAPHIC sample, 
descriptive literature and name of nearest 
representative. 

My business is__._.__ 
NAME_ a 

COMPANY____ 

ADDRESS___ 

. for more details circle 597, page 121 
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TYPE MAKES THE 

POINT BETTER... 

Proper use of the correct type in advertis- 
ing helps emphasize the selling point. This 
basic function of type is always important 
at Service ...an advertising typographer 
that is ever conscious of your needs. Count 
on them to meet the exacting requirements 
of today’s advertising on your next job. 

Free from Service Typographers: 
Handy Plastic Ruler . . . just request 
it on your stationery. No obligation. 

Set in 11 Point Baskerville Bold No. 453 

Where Typesetting is Still an Art 

SERVICE typographers, inc. 
723 S. WELLS ST., CHICAGO 7, ILL., HArrison 7-8560 

Informative 

Brochures 

available Free. 

Mail request on 

your firm’s 

letterhead, stating 

your title. 

18 * ar ¢ January 1956 
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The color pages of America’s leading publica 

tions are the best advertisements of our work 

Yes... Chances are we can save that transparency 

TRANSPARENCY RETOUCHING 

ESTELLE FRIEDMAN ASSOCIATES 
141 £. 44 St., N.Y.C. 17, MUrray Hill 7-7194 

. for more details circle 590, page 121 

sponsored by Kiwanis International, 520 

Michigan Ave., Chicago 11, Ill. 

23-28 

Chemical Progress Week . . . sponsored 

by Mfg. Chemists Assn., 1625 Eye St., 

N.W., Washington 6, D. C. 

24-30 

National Photography Week . . . spon- 

sored by Hobby Guild of America, 550 

Fifth Avenue, New York 19. 

29 

Millinery Week . . . sponsored by Milli- 

nery Stabilization Commission Inc., 1350 

Broadway, New York 18. 

29-May 5 

National Baby Week . . . sponsored by 

Earnshaw Publications Inc., 101 W. 3lst 

St., New York 1. 

National Home Demonstration Week .. . 

sponsored by U. S. Department of Aari- 

culture Federal Extension Service and 

State Extension, Washington 25, D. C. 

Book Lists Special Days, 

Weeks, Months in 1956 
e Special Days, Weeks and Months 
in 1956, 44 pages, Chamber of Com- 

merce of the U. S., Washington 6, 
D. C., 50¢ per single copy; 25¢ each 
for 11-100; 15¢ each for more than 
100 . . . Over 300 business promotion 
events, legal holidays and religious 
observances are listed in this book- 
let prepared especially for business- 
men. It enables retailers, wholesal- 

ers, manufacturers, advertising 

agencies, newspapers, radio and tv 
stations to tie-in their promotion 

plans with national celebrations. The 
format includes both a chronological 
list of events and an alphabetical list. 

Besides the well-established holi- 
days, such as Christmas and Inde- 
pendence Day, the booklet lists many 
civic observances such as Arbor Day, 

United Nations Day and Fire Pre- 
vention Week—a host of business 
promotions such as Dairy Month and 
National Radio and Television Week 
—plus some unusual and interesting 

causes including, Tax Freedom Holi- 

day, Save the Horse Week, Old Stove 
Roundup, and Help Save America’s 
Cats Week. 

CRUCREOUCECOESOCUOECCROSCOSORUDEOORGHEOCEORESEOCROSGRSEGESORCRRORGGRERROHEEEE 



PB 04 
for ADMEN 

e The Animated Film, by Roger 
Manvell, 64 pages, Hastings House 
Publishers Inc., New York, $3.50. . . 
The author’s account of a new art 
in its own right takes as an example 
the creation by the Halas-Batchelor 
Unit of the first British full-length 
animated film, George Orwell’s “Ani- 

mal Farm,” a production calling for 
300,000 man-hours. All the illustra- 
tions in this book are derived from 
work done for the film. The film is 
not a comedy and its production rep- 
resents another step toward maturity 

for animated films. 

e New Product Seminar Transcript, 

90 pages, The New Products Insti- 
tute Inc., Irvinton-on-Hudson, N. Y., 

$5 . . . Complete transcripts of all 
addresses made at the 1955 New 
Product seminar sponsored by Hil- 
ton and Riggio Inc. are offered in this 
one volume. The addresses were on 
the following subjects: 
e The Small Business Administra- 

tion New Product Assistance Pro- 

gram 
e Designing New Products for Profit 

e How to Apply Profitably Mass 
Motivation Studies to New Product 
Introduction 

e How a Supermarket Buyer Re- 

gards New Products 
e New Products—and Their Chain 

Reaction 
e Planning a Product Diversification 
Program 

e The Mainspring of New Product 
Selling—Personal Persuasion 

e How to Keep an Old Brand Name 
New 
e Product Line Expansion — Do It 

Yourself or Buy It? 

Many of the illustrations which 

speakers used are reproduced. 

e KNOW ...A Handbook of Meth- 

ods for evaluating the Effectiveness 
of Industrial Advertising, Section III, 
58 pages, National Industrial Adver- 
tisers Association, New York, $4.50 
. . . Section III of this four-part 
handbook prepared by the NIAA 
Advertising Effectiveness Committee 

deals with product acceptance and 
company acceptance, directed par- 
ticularly to the industrial advertising 

field. The publication discusses pin- 
pointing objectives, developing ques- 
tions and questionnaires, using the 

right list, mailing and returns, inter- 

viewing, tabulating and considering 

results. Twelve case histories of ma- 
jor corporations are presented. 

— ee ee IY 

NEW NOTES FOR THE 

I; you're wailing the “Correspondence Blues,” then here are new 
notes for this “dirge” of the business world—Remington Rand 
FOTO-NOTES to save your time and your secretary's time — save 

filing space and dollars. 

Instead of dictating answers to intra-company communications 

you note your replies right on the original... reproduce both orig- 

inal letter and your reply economically with Remington Rand 

Transcopy...and mail your answer to its proper destination in a 

matter of minutes. 

Simple, isn’t it? With Remington Rand Foto-Notes, you give 

on-the-spot answers to routine mail...eliminate delays in dictating 

and transcribing... return replies the same day...and save money 

in the process. Just read the letter and write your reply. Transcopy 

does the rest. 

Step-up the tempo of your correspondence procedures with this 

quick, efficient Remington Rand Foto-Note technique. For more 

information get your FREE copy of P427, “Make a note to save,” 

and brochure P401 describing Transcopy equipment. = 
nent Si 

DIVISION OF SPERRY RAND CORPORATION 

Room 1189, 315 Fourth Avenue, New York 10, N.Y. 

NAME & TITLE 

FIRM 

ADDRESS 

CITY ZONE STATE 

I want more information on Remington Rand Foto-Notes and 
Transcopy equipment described in folders P427 and P401. 

. for more details circle 635, page 121 
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ww Reprints 
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The following reprints of feature articles which have appeared in Advertising 

Requirements are available at 25c each. Special prices are available upon 

request for quantity orders. Please order by number, enclosing the exact 

amount in coins, stamps or checks. Send all orders to: Reprint Editor, Advertis- 

ing Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or 

more reprints we will be happy to bill you—smaller orders sent only upon 

receipt of payment. 

144 Do’s & Don'ts for Better Press Releases—by Dick Hodgson 
A helpful checklist for getting better results from publicity efforts 

146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 
Monsanto prepared a handy guide for exhibit personnel.......September and October 1954 

151 Color in Advertising—by Faber Birren 
An expert outlines the best colors for advertising 

161 Why Outside Producers? 
An AR survey on the advantages of using outside producers for business 
films rather than setting up an internal production unit 

162 How to Crop Photos—by Vincent T. Tajiri 
Pointers for getting the most out of photographs 
for reproduction purposes ; 

164 So .. . You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sales incentive program 

165 Bankers are People, too—by Jeff Thomson 
How a bank extends its advertising service to more than 100 
correspondent banks 

166 The Role of Advertising Specialties in Selling 
A general picture of advertising specialties—plus AR‘s survey: 
“How Advertisers and Agencies Buy Specialties” 

167 Noreen Integrated Design—by Bradley Lane 
The story of one of the nation’s outstanding integrated design programs 

168 Maturity for Trade Show Exhibits—by Dick Hodgson 
A report on some of the trends in exhibits 

169 Do's & Don'ts for Premium Buyers—by Gordon C. Bowen 
A helpful checklist for planning premium promotions 

170 The Folding Carton 
The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them 

173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports 

174 How Carter Merchandises Its Maps—by Vin A. Corwin 
An interesting case history of how an oil company get its 
dealers to merchandise road maps 

175 How to Use Color Stats—by Ted Sanchagrin 
Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 

176 What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 
A guide to help admen hit pay dirt at the all-important point-of-sale April 1955 

178 The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become an important advertising medium and a place 
for hard selling 

179 Budgeting for Trade Shows—by Robert R. Moore 
An excellent guide for any adman faced with trade show 
budgeting problems 

180 Getting the Most from Publicity Photos—by Leo M. Solomon 
A photographic consultant gives some pointers on how to get the 
best mileage out of publicity photos 

181 How to Merchandise Tv Tie-Ins—by Frank Jacobs 
“Feather Your Nest’ tv show makes the most of their tie-ins 
by active merchandising programs 

182 Do's and Don'ts for Better Electrotypes 
Things admen should know about electrotypes 

183 Planned Personalized Promotion—by Haviland F. Reves 
How a Detroit Restaurant Personalized its promotion 

184 Mrs. America . . . beauty takes a back seat—by Ted Sanchagrin 
Case history on new approach to beauty contests 

September 1954 

November 1954 

February 1955 

February 1955 

February 1955 

March 1955 

March 1955 

March 1955 

March 1955 

April 1955 

May 1955 

March 1955 

April 1955 

March 1955 

May 1955 

July 1955 

June 1955 

September 1955 

October, 1955 

November, 1955 

September, 1955 

The following reprints are available at 50¢ each: 

171 How to Get Better Advertising Photos—by Errol Prince 
AR’s two-part series of down-to-earth articles on getting 
and using advertising photos 

172 202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR‘s two special articles on 
direct mail advertising 

177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen— 
“The Use of Tape Recorders in Advertising’’ and “An Adman’‘s Guide 
for Selecting a Tape Recorder” March and April 1955 

March and April 1955 

February and May 1955 

The following reprints are available at $1 each: 

201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 

202 How I Solved It 
This 64-page book contains more than 125 selected ‘‘How I Solved It’’ 
items submitted by AR’‘s readers. 
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Conventions 

DECEMBER 

27-29... American Marketing Assn., win- 
ter meeting, Roosevelt Hotel, New York 

JANUARY. 1956 
10-11...Screen Process Printing Assn., 
Intl., management conference, Edgewater 
Gulf Hotel, Edgewater Park, Miss. 

16-20...New York Employing Printers 
Assn. Inc., 14th exhibition of printing, Bilt- 
more Hotel, New York 

20-21... Nat’l Council on Business Mail, 
Palmer House, Chicago 

29-Feb. 1... Nat'l Advertising Industries 
Exposition, Morrison Hotel, Chicago 

FEBRUARY 

1-3...Gravure Technical Assn., Inc., Hotel 
Biltmore, New York 

9...Associated Business Publications, an- 
nual midwest conference, Edgewater Beach 
Hotel, Chicago 

3-4... Intl. Typographic Composition Assn., 
mid-winter conference, Hotel Roosevelt, 
New Orleans 

6-7... Natl. Wooden Box Assn., Shamrock 
Hotel, Houston, Tex. 

7-9... Society of the Plastics Industry, Inc., 
11th annual SPI reinforced plastic div. con- 
ference, Hotel Chalfonte-Haddon Hall, At- 
lantic City 

12-14... Engraved Stationery Manufac- 
turers Assn. Inc., spring meeting, Washing- 
ton, D. C. 

22....Laminated Foil Manufacturers Assn., 
Yale Club, New York 

MARCH 
1...Associated Business Publications, an- 

nual Eastern conference, Roosevelt Hotel, 
New York 

10-13... Advertising Specialty Nat'] Assn., 
spring specialty show, Palmer House, Chi- 

cago 

12-14... Folding Paper Box Assn. of Amer- 
ica, Fairmont Hotel, San Francisco 

13-15...Sales Promotion Show, Bellevue 
Stratford Roof, Philadelphia 

14-16... Assn. of Natl. Advertisers, spring 
meeting, The Homestead, Hot Springs, Va. 

19-22...Premium Advertising Assn. of 
America Inc., Nat'l Premium Buyers Expo- 
sition, Navy Pier, Chicago 

25-Apr. 1... Exposition of Progress, Wana- 
maker Bldg., Broadway at 8th St., New 
York 

APRIL 

3-5...Sales Promotion Show, First Corps 
Cadet Armory, Boston 

6-7... Intl. Typographic Composition Assn., 
spring conference, Greenbrier Hotel, White 
Sulphur Springs, W. Va. 

8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 

8-12... Natl. Business Publications, spring 
meeting, The Homestead, Hot Springs, Va. 

9-11... American Management Assn., Natl. 
packaging conference, Convention Hall, At- 
lantic City 



Printers and printing buyers have 

long known that the “perfect” 

printing job is usually characterized by a 

distinguishing touch — a touch of magic. 

To S&V customers the magic catalyst that 

provides this touch is found in dynamic S&V 

inks! S&V color is the secret — the 

creative force that illuminates any job 

and makes it outstanding! This magic is no 

mumbo-jumbo at Sinclair and Valentine. Top-flight 

color technicians, thoroughly trained, constitute 

the heart of the S&V laboratories . . . 

the birthplace of color magic. 

No matter what process you are using — or 

on what surface you are printing — S&V ink 

technicians will always provide you with the 

dynamic color that will make your job the best! 

Put them to work on your next job and 

give it life . . . make it outstanding 

with the magic of S&V color! 

Sinclair and Valentine Co. 
Main office and factory: 611 West 129th Street, New York 27, N. Y. 

BRANCHES PROVIDE 
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Vol. 3—Nos. 7-12 @ July —Dec. 1955 

SPECIAL FEATURES 

Advertising Copyrights—Robert J. Burton—Part IX, July, p. 39; 

Part X, Aug., p. 29 

Any Year Can Be Your Company Anniversary Year—Etna M 

Kelley—Aug., p. 23. 

Christmas in July—Bert Enos—July, p. 29 

Courting the Weeklies—G. R. Johnston—Oct., p. 53. 

Courts Rule Ads Are Announcements, Not Offers—Jesse S 

Raphael—Nov., p. 46. 

German Calendar Makes Hit with Plus Features—Mildred 

Weiler—Nov., p. 42 

SPECIAL FEATURES 

How Van de Kamp’s Celebrated Its 40th Anniversary—Phil 

Seitz—Aug., p. 26 

Mrs. America—Beauty Takes a Back Seat—Ted Sanchagrin- 

Sept., p. 39 

Special Eye-Witness Report on Powerama—Leo Anderson- 

Nov., p. 30 

Special Report from Geneva Atomic Energy Conference—Peter 

Corn—Oct., p. 38 

State University Cuts Production Cost—Dec., p. 21 

What Happened When Baseball Hit Milwaukee—Benn Ollman 

Nov., p. 44 

Work Flow & Budget Controls for the Ad Department—A. F 

Calabro—Dec., p. 19 

Your Company History: Dud or Diamond—Etna M. Kelley 

AUDIO VISUAL AIDS 

How to Distribute Your Films—Robert B. Konikow—Dec., p. 35 

How to Get Distributors to Handle Sales Meetings Like Profes- 

sionals—Bert Enos—Nov., p. 99 

How to Make Charts Tell Your Story—Robert B. Konikow 

Sept., p. 119 

Impact in Space Selling—Bert Enos—Oct., p. 71 

99 Questions & Answers on Films—Aug., p. 33 

Scott Store Advisory Service Helps Grocers—Dec., p. 39 

The Flexible Flannelboard—Robert B. Konikow—July, p. 91 

LABELING & PACKAGING 

Coordinated Packaging—A Widening Trend—Mildred Weiler 

Dec., p. 61 

Follow-Through Wins the Game—Egmont Arens—Sept., p. 115 

How Gunther Is Promoting its New Label—Arthur Goldman- 

July, p. 89 

How to Market Test a New Package—Oct., p. 75 

Kellogg’s in Mexico—Ruel McDaniel—Aug., p. 41 

New Look for Philip Morris—Nov., p. 90 

Package Design with Meaning—Dec., p. 57. 

The Year's Best in Set-Up Paper Boxes—Aug,, p. 38 
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SPECIAL FEATURES 

Getting the Special Touch in Publicity Photos—Annette Green 

—Dec., p. 22. 

Glamor for a Plain Jane—Daniel S. Roher—Dec., p. 25. 

How to Change a Company Name—David Marshall—Sept 

p. 33. 

How to Develop Case Histories—Benedict Kruse—July, p. 33 

How to Handle Relations with Radio, TV & Newsreels—Wi!- 

liam G. Cox—Oct., p. 45. 

How to Localize a National Publicity Campaign—Ted Cox— 

Oct., p. 51. 

How to Stage a Luncheon for the President—Allen Sommers— 

Nov., p. 39. 

ART & PHOTOGRAPHY 

Crossroads—A Report from Aspen — Dick Hodgson — Aug 

p. 83. 

From the Sublime to the Ridiculous—P. K. Thomajan—Sept 

p. 87. 

Grease Pencil Art—Ted Sanchagrin—Aug,., p. 77. 

How Smirnoff Made Vodka a Vogue—P. K. Thomajan—Dec 

p. 28. 

Lost Face Pays Off—Dale Nichols—Aug,, p. 81. 

Showmanship—The Coming Must in Industrial Advertising— 

Frank Soltesz—Oct., p. 99. 

Stock Art—A Starting Point for Originality—Dick Hodgson— 

July, p. 45. 

Use of Unusual Model Draws Attention to Ad—Reney Myers 

Nov., p. 83. 

Versatile Art at Economical Prices—William C. Malton Jr— 

Nov., p. 79 

DIRECT ADVERTISING 

A Magazine of Their Own—Mildred Weiler—Oct., p. 125 

A New Approach to Gadget Mailings—William A. Arter— 

Aug., p. 87. 

A New Look at Direct Mail—Lawrence G. Chait—Sept., p. 43 

Bonne Bell's Mottoes Win Friends—J. C. Bell—Dec., p. 47. 

DMAA Convention Report—Nov., p. 121. 

Look Develops New Addressing System—Marvin Barckley 

Sept., p. 48 

Mimeograph Stencils Help Pet Milk Serve Grocers—Aug., p. 89 

Monthly Jumbo Mailings Tell Plant Story—J. R. Hess—Dec 

p. 49. 

Syndicated House Organ Proves Effective Mailer—Col. C. R 

Baines—July, p. 78. 

The Miller Story—P. K. Thomajan—July, 

LAYOUT & TYPOGRAPHY 

Enter the Type Director—Arthur B. Lee—July, p. 85 

How to Stage a Graphic Arts Competition—Sept., p. 126. 

Rebus Ads Score Success for Milwaukee Distributor—Benn 

Ollman—Sept., p. 123. 

Setting Type by Photography—Mildred Weiler—Nov., p. 69 

The European Look—Haviland F. Reves—Oct., p. 89 

The Importance of Trends in Advertising Typography—A. Ray- 

mond Hopper—Aug,., p. 51. 

Trends in Advertising Typography—A. Raymond Hopper 

Dec., p. 75. 

Century Expanded Doesn't Mean Just That—M. F. McGrew— 

Dec., p. 78. 
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More Than Two Centuries of Experience 

Guarantees -\bidZ> You The Finest Quality 

Craftint [pa SILK SCREEN PROCESS COLORS §. 

Craftint Pre-Sensitized Photographic Film 

Craftint Hand-Cut Water Soluble Film 

Craftint Block-Out Dope 

Craftint Toughening Solution 

Craftint Negative Opaques 

Craftint Cutting Tools 

* 

* 

+ 

* 

® Craftint Symbois and Designs 

e 

* 

2 Craf-Type Sheets 

ORDER CRAFTINT-DEVOE FOR YOUR EVERY NEED SE 
Sy Ailaa) * 

Craftint PROCESS COLORS 

ft t GLOSS 

Heyile Cra a 

SILK FINEST 
SCREEN-PROCESS 

PROCESS COLORS nage eee 

ae Ni 

Cra ars 

w 

me at a) 

SEND FOR THESE COLOR CARDS TODAY! 

THE CRAFTINT MANUFACTURING COMPANY 

NEW YORK + CLEVELAND . CHICAGO 

Main Office: 1615 Collamer Avenue, Cleveland 10, Ohio 

PLEASE SEND ME FREE COLOR CARDS. 

Se 2,» 

Sa 
‘ Name________- 

[Ee athe Aes ’ =. 

eee ne Be rh anaal coe Company - 

Sivee?. ....... 

he ee ee eee ee ee ee ee ee eee ee ee ee es 
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PAPER 

Greaseproof—The Wonder Papers for Packaging—Charles V. 

Morris—Aug., p. 47 

How to Design Christmas Cards—Victor Strauss—Oct., p. 57 

How to Design for Printing on Foil—James Birnie—Nov., p. 47. 

Selecting the Right Paper for the Job—H. Jay Bullen—July 

p. 99 

Selling Off the Envelope—Mildred Weiler—Sept., p. 101. 

Simple Gimmicks Boost Record Sales in South—Oct., p. 57. 

PREMIUMS, PRIZES & SPECIALTIES 

AR Gives “Lift” to Last-Minute Shoppers With List of Business 

Gift Suggestions—Nov., p. 61 

Establishing Buying Habits With Advertising Specialties—H. 

Jay Bullen—Oct., p. 105 

How to Promote a Ten-Cent Gadget—John C. Swift—Dec., p. 79. 

Planned Personalized Promotion—Haviland F. Reves—Nov., 

p. 57 

Specialties Put the Personal Touch in Advertising—Haviland 

F. Reves—July, p. 79 

The Use of Christmas Gifts in Business—Bert Enos—Part | 

Sept., p. 65; Part II, Oct., p. 109 

The Westinghouse Formula for Sales Incentive Contests 

RADIO & TV PRODUCTION 

How Advertisers and Agencies Buy TV Films—Aug., p. 63 

How to Handle Relations With Radio. TV and Newsreels, 

Part II—Nov., p. 65 

How to Merchandise Syndicated TV Shows—Maurine Chris- 

topher—Dec., p. 67. 

How to Merchandise TV Tie-Ins—Frank Jacobs—Sept., p. 111. 

17 Tips for Spot Radio Announcements—Ernest W. Fair—Oct 

p. 87. 

They’re Talking About Radio for a Change—Maurine Chris- 

topher—Oct., p. 85. 

PHOTOENGRAVING & PLATEMAKING 

A New Look at Magnesium—Sept., p. 93. 

Do’s and Don'ts for Better Electrotypes—Oct., p. 81. 

How to Use Mechanical Screens—Larry LeVant—Aug., p. 67 

Shipping Plates to Canada—July, p. 55. 

What Every Adman Should Know About Gravure—Oscar 

Smiel—Nov., p. 103. 

You Can't Reproduce That!l—U. E. Baughman—Dec., p. 83 

PRINTING & BINDING 

Catalog Production—July, p. 67 

Graphic Arts Industry Looks to its Future—Stanley E. Cohen— 

Oct., p. 65. 

Hard Cover Binding—Dec., p. 51. 

Hart, Schaffner & Marx Saves on Costs—Dec., p. 55. 

Poster Stamps—A Promotion Medium of Popular Appeal— 

Herman Jaffe—Aug,., p. 91. 

Rapid Delivery for 630,000 Catalog Pages—Oct., p. 69 

The Growing Importance of Foil Printing—Nov., p. 115 

When Screen Process?—Joe J. Grossman—Sept., p. 79 

SHOWS & EXHIBITS 

Budgeting for Trade Shows—Robert R. Moores—July, p. 73 

Maremont Uses Arabian Nights Meeting Theme—Oct., p. 98 

The National Housing Center—Stanley E. Cohen—Dec., p. 70 

Promoting a Convention—Phil Seitz—Nov., p. 95. 

witz—Oct., p. 95. 

Trade Show Trickery—Aug,., p. 85 

Yale Puts Its Show on the Road—Newcombe Baker—Sept., 

p. 107 

SIGNS & IDENTIFICATION MATERIALS 

Added Mileage for Poster Panels—Ted Sanchagrin—Dec 

p. 45 

A Trademark Comes to Life—Nov., p. 109 

Bewildered Editor Covers Marilyn's Double Unveiling—Ted 

Sanchagrin—July, p. 65. 

Follow-Through Wins the Game, Part II—Egmont Arens—Oct 

p. 119 

Giant Outboard Motor Spurs Dealer Ingenuity—Jerome C 

Martin—Aug., p. 97 

How to Get Better 24-Sheet Posters—Richard G. Williams- 

Dec., p. 41 

Martin-Senour’s Coordinated Design Program—Sept., p. 50. 

Martinson Creates Illusion of Animation—Nov., p. 112 

New 3-D Bulletins Gain Attention for Chevrolet—July, p. 59 

24 ¢ ar ¢ January 1956 

WINDOW & STORE DISPLAY 

Coordinated Effort Turns American Women “Slightly Scarlet” 

—Northam Warren Jr.—Sept., p. 57. 

How to Merchandise in the Retail Market—Dec., p. 87 

How to Merchandise Special Promotions—Phil Seitz—July 

p. 95. 

Merchandising Showmanship Gets Play for Kreisler Displays 

—Jacques Schier—Aug,, p. 57. 

Supravision, Diorama Enter Supermarkets—Sept., p. 62 

Vacuum Forming—Ted Sanchagrin—Nov., p. 85. 

Why I Like Mobiles—L. E. Gallagher—Oct., p. 113 

- for more details circle 611, page 121 



' 
‘$10]02 

‘8, 
UDYy 

a10W 
UO 

UMOP-UNA 
ajqujDyU! 

‘y21INb 
ED 

NOA 
aaiB 

yr14ym 
jo 

“+ 
+ 1944U02 

40]09 
UL 

a2UDApD 
AsDUOYNJOAAL 

$49440 
000'81 

YOYs 
as0W 

40 
192 

OOO 
BL 

YOY 
mop 

INO 
guy 

49% 
~~ o

y
 

3 
: 

; 
saBod 

[9| 
244 —

 
apINd 

ssar04q 
4OJOF 

aN4y 
SYyy 

WO4}y 
yaays 

UBWIDads 
jONYDD 

UD 
SI 

SIyL 

D 
yn
og
D 

p
d
a
 

pu
d 

aB
od

 
si
yj
y 

us
ny
 

M
O
N
 

‘ 
. 

a
 

Es
c 

po
e 

cA
TL
IV
XF
T 

40
]0
D 

SI
YL
 

Y2
4O
DW
 

OF
 

SU
DM
 

no
d 

pu
n 

sa
in

Bi
y 

sn
oy
 

po
as
 

ys
nr
 

r 
S
p
u
o
s
a
s
 

u
l
 

4
!
 

o
p
 

O
j
 

M
O
Y
 

$
,
3
4
9
H
 

B
n
s
y
 

‘g
q 

a
6
1
0
a
9
 

A
q
 

S
G
6
l
 

s#
4y
Bu
sA
do
> 

19 
e
6
e
g
 

O
l
 

. 
: 

» 

1; 
: 

‘ 
V
 

2
 

1 

a
n
 

a
 

. S S 3 9 ° - d 

O
e
 

s
o
m
o
 
—
s
 086 _~—s S539044 
S
e
e
 



Say Goodbye... 

to Color Troubles and Costly Re-runs 

Put Your Color Reproduction in 

the “Can’t Miss” Class... 

with the 

The Universal Guide 

\ for Positive Color Control 

TRUE COLOR PROCESS GUIDE 
Now you have a system of fixed color standards that 

takes the guesswork out of the production of lithographed 

materials. The True Color Process Guide puts color selec- 

tion and control on an exact science basis. It eliminates 

variables of personal visual color evaluations. It guards 

against misunderstandings with your customers. And it 

can be used to perfect your present system of color 

selection and control. 

The True Color Process Guide book sample page 

of which is reproduced on the back of this sheet shows 

Order from 
The True Color Publishing Company 
1429 Atlantic Avenue 
North Kansas City,16, Mo. , 1956 

Please send us _______ sets of the two-volume “True Color 
Process Guide” at the price of $165.00 per ‘set (postage prepaid 
in U.S.A.) 
We prefer the one-volume edition at the price of $100.00 

(postage prepaid in U.S.A.) 

Check one [}] Coated stock [] Offset stock 

Special discount on Quantity Orders 

Deie__ 

Bi cinnienesniisitigmmintticinniiinans 

Address___ ; : 

Our remittance is enclosed. 
(Signed) i a 

On receipt of order—Allow 15 Days for Delivery 
Received = Number__ 

more than 18,000 color blocks covering the entire range 

of the four-color process, and gives the formula for exact 
reproduction of each color block using the same four 

balanced inks. Once the color to be reproduced is matched 

with the one in the Guide, you just cross-read four values 

(strength percentages from 5%, to solid for each of the 

four basic colors) and you have the formula that assures 

complete control of color from finished 

product. 

selection to 

Craftsmen and lithographic plant owners alike hail 

the True Color Process Guide as a momentous advance 

for the industry. Says the Lithographers’ Journal. “Any 

color can be reproduced once or a thousand times with 

unfailing certainty. Use of the True Color Process Guide 

will be general in the industry, and will generate more 

business.” 

The True Color Process Guide is supplied as a 
two-volume set — one volume reproduced on offset 
stock and the other printed on coated stock. First 
publication is limited. Early ordering is suggested 
to avoid delay in getting your Guide. 

If you do not need both volumes, either book is 
available at $100.00 (postage prepaid in U.S.A.) 

TRUE COLOR PROCESS GUIDE 

Produced and Published by 

1429 Atlantic @ North Kansas City16,Mo. e@ BAltimore 1-1422 



the increasing use of [uu 

dwertising Requirements 

in advertising 

Printed advertising is taking on a new personality as more admen 

become color-minded. Here’s how the color picture looks today. 

By Dick Hodgson 

AR Executive Editor 

While there have been many trends 
to distinguish advertising in the dec- 
ade following World War II, none has 
been so clearly evident as the swing 
toward greater use of color. Wher- 
ever you turn, you find clear-cut 
evidence that admen have become 
color-minded. 

The trend away from straight 
black-and-white advertising, of 
course, has been in progress for many 
years. But during the past decade it 
has shown an impressive upturn in 
all visual media. 

While much of the credit for in- 
creased color use must be attributed 
to important mechanical develop- 
ments, the trend also has its roots in 

the creativity of admen. While new 
tools have been developed to make 
more extensive use of color in ad- 
vertising possible, it has taken a 
parallel development in the thought 
patterns of those who use color. 

And, in spite of the present high 
degree of color in advertising, indi- 
cations are that it will continue to 
make amazing progress during the 
next few years. There is no question 
but that the future will see not only 
new opportunities for expanded use 
of color but many more admen taking 

advantage of the possibilities it 
offers. 

>Probably the biggest change on 
tap for the immediate future is the 
use of more color by those who pre- 
viously have considered it a medium 
only for accounts with extensive 
budgets. This distinct possibility is 
the result of recent advances in so- 
called “low-cost” color reproduction 
processes. Such advances play a dual 
role: 

e They offer the adman with a lim- 
ited budget an opportunity to add 
color to material which would other- 
wise have to run in black and white. 

e They give many admen a chance 
to “get their feet wet” as far as color 
is concerned and thus begin to apply 
“color thinking” to their work. 

>In many advertising circles, credit 
for the intense interest in color is 
laid at the feet of color television. 
Such thinking, however, tends to 
overlook the real facts. Actually, 
color tv represents no more than an- 

other medium of communication get- 
ting on the color bandwagon. 

While color tv may help to solidify 
a higher degree of “color thinking” 
among admen, it can do little more 
than provide a minor catalyst to the 

already rapid trend toward increased 
use of color in advertising. 

To get some idea of the status of 
color in advertising today, it is well 
to consider some of the limited sta- 
tistics available: 

>> Newspapers .. . Nowhere has the 
trend to color been more obvious 
than in newspapers. The most recent 

r.o.p. tabulations made by Reilly- 
Lake Shore show 239 newspapers 
which print three colors and black; 
333 which print two colors and black, 
and 660 which print one color and 
black. Actually, these figures, re- 
vised to June 15, 1955, are undoubt- 
edly outdated already, since the 
swing to r.o.p. newspaper color is 
moving at such a fast pace. 

Use of r.o.p. color is one of the 
best guides to color thinking on the 
part of admen. Most of its growth 
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The Role of Color inthe Graphic Arts 

“America has captured the spectrum 

and put it to work,” states the 1955 

annual report of Harris-Seybold Co., 

which signalizes the dramatic role of 

color in all four of the major graphic 

arts and its relation to the future of 

our country. $ 

“Almost everything in our lives is 

becoming bright and colorful,” the re- 

port contends. “Look at automobiles, for 

instance: in 25 years the Ford car has 

moved from 100% black to 87% color. 

Look at asphalt tile: in 1920, the only 

colors were black and dark red; today, 

has been in the past five years. Until 
recently it has been primarily a me- 
dium for national advertisers. Now, 

however, more and more local ad- 

vertisers are taking note of the amaz- 
ing results reported by other retail- 
ers and are turning to newspaper 

color. 
Take retail grocery linage as an 

example. Reilly-Lake Shore reports 
a 34% increase in r.o.p. color over 
a year ago in this field. The increase 
has been spurred by reports such as 
that of Walter Zirpolo, president of 
National Grocery Co. National ran 
an r.o.p. ad in the Elizabeth, N. J., 
Daily Journal which resulted in a 
direct 7-10% sales increase for a 
local store. 

>The complete nature of the r.o.p. 
picture has yet to jell. Both news- 
papers and advertisers are still try- 
ing original experiments to find how 

best to use the medium. One of the 
most recent innovations is the use of 
color on daily comic pages. The idea, 
originated with the Miami Daily 
News, has spread to 61 newspapers, 
48 of which can accept anything up 
to four colors. 

The first advertiser to leap on the 
bandwagon was Kraft, and Procter & 
Gamble is planning to test the new 
medium in seven or eight newspa- 
pers in the Southwest, according to 
Advertising Age. 

Artwise, the most interesting de- 
velopment in r.o.p. color has been 
the use of “loose art.” The idea was 
developed by Foote, Cone & Belding 
for S & W Fine Foods (“How an 
Advertiser Developed Special Tech- 
niques to Get Better Results from 
ROP Color,” Apr. 55 AR) and is 
being used by an increasing number 
of advertisers. 

>The use of color in newspapers 
presents a good example of what is 
happening to the over-all use of color 
in advertising. First come mechanical 
developments which make the in- 
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some 27 colors are commonly avail- 

able... 

Harris-Seybold estimates that 45% of 

all commercial printing and lithographic 

work is now in more than one color. The 

report reveals that colored inks repre- 

sented 70% of the dollar volume and 

45% of the total ink poundage of all 

inks used in commercial printing in 

1954. 

In the past year, multicolor machines 

accounted for 68% of Harris offset press 

sales and 100% of Cottrell letterpress 

—LNA News 

ie 

creased use of color possible. Then, 
as advertisers learn to make better 
use of color, the “tail begins wagging 
the dog” and more publications put 
in equipment which permits use of 
color. More mechanical develop- 
ments follow and the color cycle con- 
tinues. 

While 1955 statistics aren’t avail- 
able as yet, it appears likely that 
r.o.p. linage will top 80 million lines 

. and the upward trend shows no 
indication of slacking off. One major 
factor in the outlook for the future is 
an increased amount of cooperative 
r.o.p. advertising. 

O. C. Holland, advertising manager 
of Interchemical Corp.’s Printing Ink 
Division, told AR that he estimates 
that “eventually the use of color in 
newspapers will outstrip magazines, 
perhaps within the next five years 

. certainly eventually.” 

> With the general increase in news- 

paper color, the old stand-by—the 
Sunday comics—are coming back into 
their own as an advertising medium. 
During the past few years, Sunday 
comics advertising volume has de- 
clined—possibly because of increased 
use of general r.o.p. color, and be- 
cause of the inroads of tv. “But,” 
according to Charles T. Kline, presi- 
dent of Metropolitan Sunday News- 
papers Inc., “times are changing. 
Next year will see many national 
advertisers back in comics, along 
with new advertisers, many of whom 
are integrating tv, comics and maga- 
zines.” 

Then, too, there has been a steady 
increase of color advertising in Sun- 
day newspaper supplements—all of 
which adds up to an important mile- 
stone in the increased use of color in 
advertising. 

>> General Magazines .. . The use of 
color in general magazines presents 

a far different picture than seen in 
newspapers. Actually, color in maga- 
zines has reached a plateau—possibly 

due to the fact that this was one of 
the first major color areas cultivated 
by admen. 

Figures prepared by the Magazine 
Advertising Bureau present an inter- 

esting picture: 

e In 1939 (the first year for which 
statistics are available), 56 leading 
magazines carried color on 29.8% of 
their advertising pages—11.2% two- 
color and 18.6% full-color. 

e By 1949 the total had reached 
45.5% —12.5% two-color and 33% 
full-color. 

e The color total dropped to 44.2% 
in 1950, 44.7% in 1951, 44.3% in 1952. 
It was back up to 45.6% in 1953, but 
this represented a drop in total color 
pages, since over-all volume in these 
56 magazines fell from 33,900 in 1948, 
the magazine’s boom year, to 32,450 
in 1953, with total color pages drop- 
ping off from 15,367 to 14,654. 

e In 1954 the color total was 45.1% 

—13.1% two-color and 32% full- 

color. 

> Magazine publishers are looking to 
color tv for the catalyst which will 
once again start their color linage 

on another swing upward. Paul 
Smith, president of Crowell-Collier, 
for example, told the New York Ad- 
vertising Men’s Post of the American 
Legion in September that the “great- 
est boon to magazine publishers is 
the rapid expansion of color tele- 
vision.” Color tv, he said, will excite 
the mass of the people about color, 
“and the magazine publisher who 
puts this excitement to work for 
himself will be carried along on the 
wave.” 

One interesting development in the 
use of color in general magazines is 
an increase in gatefolds, multi-page 
ads and unique techniques. Several 
of these have been reported in AR 
(i.e. “The Story Behind An Out- 

standing Advertising Photo,” Jan. 
95 AR, and “‘Proof Positive for 
Printing on Foil,” May ’55 AR). One 
of the most interesting innovations 
is an ad for RCA Victor television 
which ran in the December Better 
Homes & Gardens and the Dec. 9 
Collier’s. RCA used a two-page 
spread with four half-pages printed 
back-to-back—all in full-color. On 
each of the regular pages was a mod- 
ern home scene featuring, of course, 
an RCA tv set. The half pages over- 
lap each scene, changing it into a 
completely different decor, yet using 
scenery, walls and a female figure 
from the original two-page spread. 
(For additional details see page 46.) 

>> Business Papers . . . While the 
use of color in general magazines has 
levelled off, there has been a con- 



tinuing rise in the business paper 
field. The most recent study on use 
of color in business paper advertis- 
ing by McGraw-Hill showed the fol- 
lowing statistics: 
e 1910—1% of all ads one page or 
larger in color. 

1920—2%. 
1930—18%. 
1940—39%. 
1950—61%, up to 64% by 1952. 

While these McGraw-Hill figures 
were based on only the December 
issues of three publications—Electri- 
cal World, American Machinist and 
Engineering & Mining Journal—they 
are generally accepted as a reason- 
ably accurate index to the increase 
in color in the entire business paper 
field. 

>The high percentage of color ads 
in business publications as compared 
with other printed media undoubt- 
edly stems from the fact that an 
additional color costs but a small 
fraction of the over-all cost of pro- 
duction and space for the typical ad. 
The added space cost is usually 
around 15% for a second color, and 

reliable visibility ratings show that 
the use of a second color gives the 
typical business publication ad any- 
where from 20% to 35% greater 
chance of being noted. 

But statistics in this field have 
little value other than as a general 
indication of why so much color is 
being used. Angelo Venezian of Mc- 
Graw-Hill told AR, “We have been 

watching the increasing use of color 
in business paper advertising since 

1945. Studies on visibility and read- 
ership in color over black-and-white 
just don’t stand up, unless you ana- 
lyze the functional use of color for a 
specific purpose, such as color tied 
in with the product involved. Color 
is a functional thing.” 

> General indications are that indus- 
trial advertising managers and their 
agencies are becoming more judi- 
cious on use of color. For example, 
AR talked to Harold Elfenbein, mar- 
keting and advertising manager of 
the Parker-Kalon Division, General 
American Transportation Corp., and 
got this reaction: 

“We vary our business ads between 
two-color spreads and two-color 
single pages, depending on the copy 
and layout theme. We use mostly the 
company color, navy blue, which is 
also on our packages, and occasion- 
ally we use red. I find for color we 
get better position than if we run 
black-and-white. When we use bew 
we oftentimes find our ad placement 
quite a bit back of the center fold. 
But with the additional color, we’re 
most often somewhere forward of the 
fold. 

“Everybody and his brother, how- 
ever, is going into color .. . and if 
many more do I’m going back to 
black-and-white. It’s getting to the 
point where all ads are screaming 
for attention with color and only an 
occasional black-and-white shows 
up. 

“T often ask myself what are they 
trying to gain, whom are they trying 
to impress? The use of color in the 
competition for attention in the trade 
press is further complicated by edi- 
torial going in for color, too. I’ve 
been a radical in the field for 11 
years. I don’t believe you can use 
color promiscuously. We’re dealing 
with engineers, and there is nothing 
glamorous about our product. I could 
put a bank of color lights on it, and 
show it that way, but the engineers 
would still ask, ‘What can your prod- 
uct do for us?’ 

“Color is a secondary element. We 
see too damn much red being used 
today in industrial advertising. In 
hardware, it’s orange and black. I’d 
like to use a cerise, but I'd have my 
head handed to me. 

“Another use of color recently, 
which gives the effect of a full-color 
spread, is color on the righthand page 
of a spread only. It depends on the 
art. Our agency, Horton-Noyes in 
Providence, has used this with good 

effect for us. In this hard end of in- 
dustrial we’re in, you have to figure 
your audience. I notice a number of 
industrials going in for process color 
—a twist drill company recently us- 
ing a full bleed page in color. What 
do they have to gain?” 

> Another viewpoint was given by 
Paul Siladi, production manager of 
Hicks & Greist, New York. “We’re 
an industrial agency,” he told AR. 
“We use color constantly, mostly 
two-color. It no doubt pays. You can 
do a lot more with it than just black- 
and-white, by accenting certain 
things, such as the product itself or 
the copy. 

“Td say 90% of our production is 
two-color. For speed, conformity and 
stable costs, we mostly stick to the 
Four A’s standard colors, whether 
tint or solid.” 

Paul Carroll, advertising manager 
of American Brake Shoe Co., ex- 
plained his company’s viewpoint on 
color to AR: “Our use of color is 
determined by the content of the ad. 
I don’t believe in color for color’s 
sake, gimmicking it up. It’s not worth 
the money doing that. It’s valuable 
if you use color to highlight or illus- 
trate. You can’t take a dull gray 
casting and put color in it, but the 
use of color on a bronze bearing as 

part of it can make the product stand 
out.” 

>Such thoughts on use of color are 
important, for they show that it is 
no longer a novelty in the business 
paper field. It has become an every- 
day tool which requires the same 
careful consideration given art, copy, 
typography and media selection. 

One interesting development in 

business paper color is perhaps best 
evidenced by AR’s change this month 
from saddle-stitch to side-stitch. 
This is the tremendous increase in 

Taking the Guesswork Out of Color 

| 
| 
| 
| 
| One of the big problems in the use 
| of color once was getting a reasonably 

| accurate color match. Today, however, 

| color standards have developed to a 

| point where matching is no longer a 

| major problem with top-flight crafts- 

| men. 

| An organization which has played a 

major role in the development of prac- 

tical color standards is Container Corp. 

of America, so AR talked with Walter 

; C. Granville, assistant director of CCA's 

| department of design. 

| Mr. Granville gave special credit to 

| the Inter-Society Color Council for its 
| effective work in promoting uniformity 

of color standards. ‘’The council,’’ he told 

| AR, “is an organization formed in 1931 

| to stimulate and coordinate the work 

| being done in color. This organization 

| has grown tremendously. It was instru- 

| mental in the development of ‘The ISCC- 

| NBS Method of Designating Colors and 

| a Dictionary of Color Names,’ which has 

; just been published as Circular 553 of 

| the National Bureau of Standards. It is 

available from the Superintendent of 

Documents for $2.” 

Probably the most widely accepted 

color reference manual is CCA's ‘’Color 

Harmony Manual.” It contains a collec- 

tion of 943 washable plastic chips, each 

a separate color with its own notation 

printed on it. The chips are arranged 

according to the Ostwald system of color 

organization, and are removable for 

easy comparison with each other or any 

colored surface. The chips are glossy 

on one side and dull on the other for 

matching to material of different texture 

and gloss. 

The first edition of the manual was 

published in 1942: a second edition in 

1946. Approximately 1,100 copies of 

these two editions were sold. In 1949, a 

third and completely revised edition 

became available and has already sold 

over 2,000 copies. Copies of the com- 

plete manual, including the chips and 

related material, sell for $150. For effec-- 

tive coordination in use of the manual, 

CCA publishes a directory of owners. 
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the use of inserts—most in full-color 

(see page 7 for details). 
Throughout the business paper 

field you see a big swing to use of 
inserts, and all indications are that 
the trend is due for a continued 

growth. 

>» Direct Mail . . . While there are 
no reliable statistics to indicate the 
growth of color for direct mail adver- 
tising, there is no question but what 
it has been as great—and probably 
greater—than in other media. 

A review of the entries in the Di- 
rect Mail Advertising Assn.’s 1955 
competition, for example, showed 

that almost every mailing piece used 
color in some way. Direct mail ad- 
vertisers have probably led the field 
for ingenuity in use of color. 

It is a relatively simple matter to 
inject color into direct mail, without 
spending a lot of money on it. Just 
the use of a colored stock or a colored 
ink offers many interesting possibili- 
ties. 

> AR asked Allen Berke, production 
manager of Maxwell Sackheim Inc., 

New York, which handles many di- 
rect mail clients, about use of color. 

“There has definitely been an in- 
crease in direct mail color in the past 
five years,” he said. “In the 1940s, 
manufacturers and mail order houses 
wanted black-and-white because it 
was the most economical, but since 

Fluorescent Colors 

In discussing the increased use of 

color in advertising it is impossible to 

overlook the tremendous growth in the 

use of fluorescent colors. This subject 

was fully covered in a special article in 

the March ‘54 AR (‘Fluorescent Colors 

. . . Advertising’s New Look’’). 

Almost every advertiser has found 

occasion to put fluorescent colors to 

work in one way or another, and the 

prospects for the future are even 

“brighter” as new and better fluorescent 

colors are developed. 

One of the leading specialists in 

fluorescent colors, Switzer Bros. Inc., 

Cleveland, has just issued two bright, 

new specimen folders showing recent 

developments: 

@ One shows the range of seven colors 

of Switzer's new Day-Glo Sunbonded 

colors, which are specially designed for 

long life under extreme conditions. 

@ The second folder shows the range 

of six special colors available in Switzer 

Fluorescent-Extra letterpress inks. 

In addition to the color swatches, the 

folders give extensive details on the use 

of the two types of colors. For your 

copies of these two folders, circle No. 

501 on the Readers’ Service Card inside 

the back cover of this issue of AR. 
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1950-51 there is a little more money 
available and two-color has become 
practical and economical. We try to 
do it the most economical way and 
give the most color available. There 
are ways of preparing art for lithog- 
raphy to get the greatest amount of 
color in brochures. 
“We find that a bit of color, two- 

color, such as in the Around-the- 
World Shoppers Club material makes 
it more attractive. People are more 

apt to read a little color piece than 
black-and-white. The bit of color 
makes it more attractive, gives it 

more readability and it’s economi- 
cal.” 

> A good indication of the increased 
interest in color among direct mail 
advertisers is the flurry of activity 
in the paper manufacturing industry. 
After years of inactivity, paper firms 
have suddenly become highly color 
conscious. 

Faber Birren, one of the nation’s 
top color experts, has played a key 
role in helping paper manufacturers 
keep in line with the new color 
thinking in advertising. In a special 

article for AR (“Color in Advertis- 
ing,’ Nov. ’54 AR), Mr. Birren 
described a special color restyling 
project he carried out for Appleton 
Coated Paper Co. This led to a whole 
new line of paper colors which have 
found wide acceptance among ad- 
men. 
More recently, Mr. Birren has con- 

ducted a color program for White- 
ford Paper Co. which resulted in two 
new series of bond papers tailored 
for direct mail. One series, Impulse 
Bond, features such colors as Flame 
Red, Sulphur Yellow, Chartreuse 

and Pumpkin—brilliant, shocking 
colors designed to do a specific job— 
command notice. A companion series, 

Influence Bond, features muted tones 
such as Buckskin Tan, Sandstone, 

Rosewood and Platinum Gray—colors 
styled for a more exclusive and influ- 
ential appeal. 

One of the first users of the new 
Whiteford bonds is DMAA, which 
is using them for its newsletters. 
George Rumage, the association’s 
managing director, told AR, “DMAA 
is color-conscious. We have in mind 
a color research report on the subject 
of color in direct mail advertising, 
and are spending a lot of money on 
it. But we can’t get it all to jell. 
There are a lot of experts and they 
don’t all agree. We’re doing what we 
can. There has been a terrific trend 
in the use of color in direct mail and 
our members are conscious of it.” 

> Mr. Rumage hit an important point 
on the head when he reported that 
the so-called experts don’t all agree. 
There have been supposedly authori- 
tative reports on the results of color 

Just Ask the Engravers 

A good guide to the increased use of 

color in advertising is the volume of 

color work handled by photoengravers. 

AR asked W. Arthur Cole, managing 

director of the Photoengravers Board 

of Trade of New York, about it. 

“We have no sstatistics,” reported 

Mr. Cole, “but we know there is a 

greater, ever-increasing demand for 

color, with more shops training black- 

and-white men to do color. We can tell 

from the pressure of delivery, too, that 

more advertisers are using color now 

than ever before. It used to be that 

users asked us to do color jobs in 12-14 

days. Now it's five days! 

“We have 50 members and I'd esti- 

mate 60-65% of the work handled by 

the larger shops is in color; 35-40%, 

black-and-white. Ten or 15 years ago 

the ratio was the other way around. 

“Our big problem is to train béw 

men for color. Everybody wants to do 

it since the pay is higher.” 

in direct mail, and many admen have 

accepted them at face value. Unfor- 
tunately, however, the “facts” have a 
way of disproving themselves. What 
works well for one advertiser, can 
lay a big fat egg for the next. 
AR is frequently asked for sure 

guides to the selection of colors for 
direct mail advertising. Our stock 
answer has been that there are no 
“sure guides.” It is almost impossible 
to take a set of results on the use of 
colors by one advertiser and apply it 
directly to your own campaign. Per- 
haps one of the best guides is a “rule 
of thumb” included in Mr. Birren’s 
“Color in Advertising” article in AR: 

“There is no question but that the 
same good colors that sell in mer- 
chandise will be the same good col- 
ors that will make the most effective 
advertisements. Conversely, the 
‘duds’ in retail products may be 
equally negative in a magazine page, 
a package, a piece of direct mail.” 

But even in this “rule” is a hidden 
warning—the same range of color 
preferences doesn’t apply to all mer- 
chandise any more than it does to all 
advertising campaigns. It requires 
study and testing of individual prob- 
lems involved. 

>> Packaging . . . Just take a quick 
trip to any store in your neighbor- 
hood and the increase in color in 
packaging will be obvious. This de- 
velopment is part and parcel of the 
over-all increase of color in adver- 
tising. 

In trying to find some reliable sta- 
tistics to chart the growth in use of 
color, AR surveyed manufacturers 
of printing inks. Unfortunately, how- 
ever, none of the manufacturers 



could break down ink sales by color 
and black. 

Herb Livesey, secretary of the Na- 
tional Assn. of Printing Ink Makers, 
reported that “while NAPIM has no 
statistics, we know that the sales 
of colored printing inks have grown 
tremendously.” He figured that total 
sales of inks this year at $200 mil- 
lion or close to one billion pounds 
of ink. The first figures available on 
ink sales are for 1938, when the vol- 
ume was just over $49 million. In- 
dustry officials say that a great deal 
of the increase can be attributed to 
the growing demand for colored inks. 

Mr. Livesey made an interesting 

observation. He told AR, “Probably 
the biggest growth is due not so 
much to color in printed advertising 
but in cartons, bags, boxes—pack- 
aging.” 

>> Other Media .. . Over-all growth 
of several media is also a good in- 
dication to the increased use of color 
in advertising. Take outdoor and 
point-of-purchase advertising as ex- 
amples. These are basically multi- 
color media and their steady increase 
is clear evidence of further increased 
use of color in advertising. 

One development has special im- 
portance—coordinated advertising 
programs. Here color frequently 
plays a vital role, since it helps 
establish identity. Many advertisers 
will take a color magazine page, for 
example, and convert it into a myri- 
ad other promotion tools—display 
posters, direct mail pieces, salesmen’s 

aids, 24-sheet posters, product iden- 

tification tags, etc. 

Several conversion processes have 
been developed to make it possible 
to use a single set of color separa- 
tions for all resultant promotion 
pieces. A set of letterpress plates, for 
example, can be readily converted 
to offset plates or silk screen sten- 
cils. 

> One major factor has been the de- 
velopment of low-cost color print- 
ing. This not only has enabled more 
admen to get their feet wet in the 
use of color, but has extended the 
usefulness of a single color ad. It 
is possible, for example, to get 1,000 
full-color reproductions on high 
quality 81x11” stock for less than 

$200. 

Another interesting color develop- 
ment has been in the “borrowing” of 
color. Decca records, for example, 
recently released a series of “Holi- 
day” albums. Each album featured 
a spectacular full-color photograph 
using plates from Holiday magazine. 
“Your Musical Holiday in Hawaii,” 
for example, featured a _ beautiful 
Hawaiian beach scene; “Holiday in 
Paris,” a Parisian street scene. The 

dust jacket credited Holiday, “The 
music in this series, suggested by the 
brilliantly colorful pages of Holiday 
Magazine .. .” 

Mort L. Nasatir, Decca director of 

advertising, told AR, “This idea of 
using electros from Holiday came to 
me one day in the dentist’s office, 
when I picked up a copy of the 
magazine. It isn’t new, but I do 
think our efforts to integrate the 
tastes and trends of this country into 
the selling of music on records is. 
We've highlighted the current de- 
sire of Americans to travel and re- 
lated this desire to the popular music 
of various countries. The electros 
were used further on easeled and 
mounted point-of-purchase dis- 
plays.” 
And thus the trend to increased 

use of color in advertising continues. 
Where one adman leaves off, an- 
other picks up, and the net result 
is more color, used more effectively. 

The Changing Color Picture 

There was a time—not too long ago— 

when color was a fresh and new ele- 

ment in American business and adver- 

tising. It was conservatively used in 

consumer goods, popular magazines, 

mail order catalogs, packaging, direct 

mail. Whenever someone featured it in 

an unusual way, quite a tremor swept 

through the advertising profession. For 

color was expensive, speculative, and 

it could readily be looked upon as a 

form of extravagant pretension. 

Today, however, color has gone from 

exception to rule. It isn't a thing of fancy 

distinction any more; it is a workaday 

necessity to sell and promote the prod- 

ucts and services of a world that has 

taken color as one of the essential 

requisites of modern living. 

The world has become more than 

color-conscious - 

color-minded! 

it is now completely 

Faber Birren in 

“Color in Advertising,” 

Nov. ‘54 AR. 
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@ HOW TO RUN A PRESS 
PARTY 

Press parties have become an accepted 

medium of communication with the 

press. Not all of them, however, are 

howling successes. AR presents a 30- 

point checklist to help guide admen in 

getting the most from press parties. 

@® HOW PACKAGING IS HAN- 
DLED AT GENERAL FOODS 

Packaging is a big part of the over-all 

operation at General Foods. Here's the 

behind-the-scenes story of the way in 

which GF’s packaging is handled. 

@ LOOSE-LEAF BINDING 

. the second in AR’'s series on differ- 

ent methods of binding. This special 

article covers the whole field of loose- 

leaf binding . . . showing what's avail- 

able and how to use it. 

@ BROADWAY—A CATALOG 
OF SIGN IDEAS 

Admen looking for unusual sign ideas 

can find, along a single street in Man- 

hattan, just about every possibility 

ready for inspection. AR will review 

Broadway's famous signs in a special 

reference article for every adman’s idea 

file. 

@ PRODUCTION MANAGERS’ 
ANSWER TO “LATE PLATE” 
PROBLEMS 

House & Home staged an unusual con- 

test among agency production managers 

to try to come up with an answer to the 

vexing problem of “late plates.” In an 

exclusive article, AR reports on contest 

results. 

@ 16 PAGES OF COPPER 

Here's the production story behind an 

unusual 16-page business paper insert 

for the Copper & Brass Research Assn. 

@ HOW TO GET THE MOST 

OUT OF EXHIBIT PHOTOS 

Far too little consideration frequently 

is given to potential uses for photo 

graphs of trade show exhibits. Actually, 

the exhibit photo is a tool of many uses. 

Here’s how a number of exhibitors have 

put their exhibit photos to work. 
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Can be Seen a Long Way . . . Shot from 30’ in the air, photograph of Midway Ford 

actual car display shows mile and a quarter visibility enjoyed by unit. 

‘With the Greatest of Ease’ 

Car on Platform 30’ Above Street Level 

ls Real Traffic Stopper for Midway Ford 

The Midway Ford Co., St. Paul, 
Minn., owned by Harold Slawik and 
managed by Ed Krick, recently ac- 
quired an identification unit that is 
spectacular in idea, size and results. 

“Recently acquired” very definite- 
ly minimizes the efforts on the part 
of all concerned in developing, creat- 
ing and erecting the Midway Ford 

unit. Ed Krick called upon the serv- 
ices of the Naegele Advertising Co. 
to develop a means of identification. 
Tom Clark, account executive, and 
Mr. Krick put their heads together 
with the idea in mind of creating 
something different which would 
capture the imagination of the car 
buyer. They came up with the con- 
cept of displaying an actual car. 

This is an obvious method and one 
often accomplished, but, to the best 

of their knowledge, never before had 
¢n actual model been displayed on a 
revolving platform 30’ above the 
street level. 

Attention-compelling? From all 
indications it is. Visible for one mile 
in either direction on busy Univer- 
sity Ave., the revolving Ford Victoria 
literally stopped traffic the day of its 
erection. Nearly 900 calls requesting 
information about the unit poured 
into the company’s office. 

>Something should be said here 
about location, which in this case is 
of particular advantage to this type 
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of unit. Midway Ford is located on 
University in the highly developed 
‘Midway’ section of the Twin Cities. 
At this point University Ave. is so 
laid out as to offer a long clear ap- 
proach to any elevated display posi- 
tioned on the Midway lot. This ave- 
nue is one of the Twin City area’s 
leading thoroughfares, and daily 
carries thousands of motorists trav- 
eling between the two cities. 

An extra strong, steel column, 12” 
in diameter and 30’ in height, sup- 
ports the steel platform and the car. 
The platform, to which the car is 
chained, is oval in shape and is an- 
chored to the steel column by angle 
iron bracing. Dressing up the pedes- 
tal and adding to the artistic appeal 
of the unit is the platform’s trim. Pli- 
able gold plastic, a Masland Duran 
product, has been pleated over the 
steel structure and fixed with fluted 
aluminum sheeting covered with sil- 

ver Scotchcal to increase nighttime 
effectiveness. 

Five feet below this pedestal is a 
triangular display panel 4’ in height. 
One side is 9’ in length, the remaining 
two sides are 12’ in length. The 12’ 
sides hold channel letters, with sin- 
gle tubing, which read “Midway 
Ford.” 

>The platform is revolved by an 
Eaton unit at the speed of 6.2 revolu- 
tions per minute. The perspective of 

the long approach to the unit reduces 
this speed, making its eye-appeal 
more effective. 

To get the car up and down, it is 
“saddled” in a cradle and hoisted 
with a 100-foot crane. 

Although regular washing service 
has been hired, the constant whirling 

motion has kept the car clean during 
the three months it has been on dis- 
play. 

While a different Ford model will 
be shown every six months, the pres- 
ent car is a Ford Victoria of two- 
tone fiesta red and white. 

Complete in every detail even to 
power steering, power brakes and 
gasoline in the tank, the only thing 
missing is the battery which was 
taken out for the winter. 

The head and tail lights were re- 
wired to replace the ordinary lamps 
with high power spot lights and 
stronger interior illumination was 
gained through reflective lights 
placed on the floor. This was done 
so that the interior illumination 
would seem normal from the ground. 

The display will be integrated with 
a public address system, which will 
give to the public sales messages and 
music. When adapted to the promo- 
tion of civic programs, it is expected 
to lend new vitality to the programs. 
The display will also be adapted to 
holiday treatments, such as packag- 
ing the automobile in a large red 
ribbon during the Christmas season. 

For spring and summer, Midway 
plans to display a convertible. At 
this time the present model, which 
came off the assembly line in time 
for the “big push” in August, will 
probably be auctioned off. 

According to the owner, $10,000 
has been invested in the sign, but 
as Mr. Krick has said, the flexibility 
of the unit is endless as a means of 
advertising Midway Ford and as a 
method of identification. 44 

It’s Real . . . Midway Ford display fea- 

tures real car complete to power steering, 

power brakes and gasoline in the tank. 



By Phil Seitz 

AR Los Angeles Correspondent 

Few new enterprises, if any, have 
had the ballyhoo and free publicity 
garnered by Disneyland, Walt Dis- 
ney’s ‘‘magic kingdom,’’ which 
opened last July on the outskirts of 
Anaheim, Cal., on the fringe of the 
Los Angeles metropolitan area. 

This, plus the unprecedented tie-in 
advertising of the many regional and 
national advertisers who are exhibi- 
tors in Disneyland, may tend to 
obscure the fact that as a new enter- 
prise it has had to meet and con- 
tinues to meet new problems of pro- 
motion. 

Although Disney officials never 
term it such, Disneyland is an 
amusement park. The best estimate 
is that $17,000,000 was spent for con- 
struction of the 160-acre park. Plans 
are based on a gross of $10,000,000 a 

year. 
The facilities and staff needed to 

handle such a volume of business 
represent a substantial overhead 
which demands the clocking of the 
5,000,000 attendance estimated for 

the first year. 

> The problems related to promotion 
are many-fold. For example, once 
the location of Disneyland had been 
selected, based on studies by the 

Stanford Research Institute, the first 
promotion concern, surprisingly, 

‘Sisneyl it 

An intensive promotion campaign is drawing thousands to 

Southern California’s fabulous new pleasure park. 

was that of traffic. Estimates were 
made as to how many people would 
be coming into the park, and when. 
Estimates were also made of how 
long people would stay in the park 
and at what times they would be 
leaving. Special attention was given 
to these factors on weekends. 

This priority of attention was 

based on the simple fact it would do 
no good to persuade people to come 
into the park if they found it too dif- 
ficult or time-consuming to do so. 
Traffic frustrations could dull the 
pleasure of coming. 

Based on the estimate of attend- 
ance and the existing roads in the 

area, officials worked with the Cali- 
fornia Highway Patrol and the city 
of Anaheim to develop an over-all 
traffic plan. As a result some nearby 
streets and roads were widened. 

It was also decided to publicize a 
number of different routes for reach- 
ing the park. Richfield Oil Corp., an 
exhibitor, tied in with the printing 
of attractive, colorful road maps 



Main Street, U.S.A. . . . Today's visitors walk down the streets of yesterday in Disney- 

land’s “‘turn of the century’’ American town. A small slice of Americana, town contains 

horse-drawn fire engine, old-fashioned ice cream parlor, candy store, etc. 

showing all routes and distributed 
them through its stations in the area. 

>A publicity department began 
functioning in December, 1954, more 
than seven months before the park 
was scheduled to open. Here, the 
objective was to get advance pub- 
licity. Working so far in advance, 
no attempt was made to go all-out 
for fear the peak would be reached 
before the park was ready to open 
and could benefit from it. This ac- 
tivity was speeded up until it was 
going full blast for several months 

in advance of the opening. By work- 
ing far in advance of the opening 
it was possible to get into publica- 
tions with deadlines several months 
in advance of issue. 
The magic of the Disney name, and 

the public acceptance of the char- 
acters he has featured in the park, 
made getting publicity no problem 
until several weeks after the park 
opened. In Southern California, 

print coverage was virtually 100%. 

Broadcast coverage was about equal. 
Nationally, the wire services, col- 
umnists and magazines gave strong 
coverage. At this point it was much 
less a job to get publicity than it 
was to service newsmen and give 
direction to their stories. 

The topper from a publicity stand- 
point was the ABC-tv 90-minute 
telecast from the park the day before 
it was opened to the public. The 
telecast was presented as a news 

event and featured the appearance 
of many Hollywood stars. 
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The coverage of this telecast is 
revealed by a Trendex survey which 
showed it had a 19.5 rating, with 
58.4% of the audience in 15 major 
cities. 

To advertise the opening, and dur- 
ing the first month, Disneyland spent 

$20,000 in Southern California, most- 
ly in newspapers. Some radio and 
outdoor was used. The largest news- 

paper ad was 600 lines on opening 
day. 

This expenditure was literally a 
drop in the bucket compared with 
the advertising done locally and na- 
tionally by Disneyland exhibitors. 

>Some examples of the advertising 
of Disneyland by the more than 40 
exhibitors follow: 
e Bank of America ran ads in Time 
and Newsweek. 

e TWA plugged the park in its ad- 
vertising and in flight packets on its 
planes. 
e Van Camp Sea Food used news- 
papers, radio, tv and general maga- 
zines to promote a Pirate Party Kit, 
which relates to the company’s pirate 
ship restaurant in the park. 
e Swift & Co. plugged the park in 
ads and is currently referring to it 
on most of its prepared meat labels. 
e In addition to giving out route 
maps to the park, Richfield Oil dis- 
tributed close to 1,000,000 Disney- 
land comic books and referred to the 
park in all its broad advertising cam- 
paign in the west. 
Probably the most impressive piece 

of advertising in Southern Califor- 

nia was a 20-page full color special 
roto section which ran in the Los 
Angeles Times and the Examiner, 
the week before the opening. Similar 
black and white sections ran in the 
Long Beach Press-Telegram, Ana- 
heim Bulletin and Santa Ana Regis- 
ter. 

Almost all the exhibitors partici- 
pated in this. Although the section 
was paid space, it used an editorial 
approach to a trip through the park, 
with copy getting in the sell in very 
low key. 

As a result of this initial publicity 
and promotion, attendance was close 
to 50,000 on opening day, and aver- 
aged more than 20,000 the first sev- 
eral weeks. But in August it dropped 
to a level of around 13,000 daily. 
Surprisingly, attendance was greater 
on week days than on week ends. 

This could be attributed to a feel- 
ing of people that they would be 
caught in a crowd if they came on 
weekends, or to a belief (and this 
has justification) they would be 
caught in the traffic jam of summer 
crowds returning to Los Angeles 
from the beach cities south of the 
metropolitan area. 

> When school started in September, 
as expected, attendance dropped. It 
hit an average of 7,000 to 8,000 daily, 
and from 15,000 to 20,000 on week- 

ends. The reversal of the weekday- 
weekend attendance figures can be 
laid to the fact that beach traffic is 
less, children are in school on week- 

days, and fall brings a fall-off of 
tourists. 

Despite the exhaustive research 
which guided planning and the 
establishment of operations and poli- 
cies, Disneyland officials have been 
in the position of anyone with a new 
product. They had to put their show 
on the road to learn how well they 
had planned, and how they could 
keep it going. 

Having no experience record at 
the start, and still being relatively 
new at the game, Disneyland con- 

tinues tests to determine the most 
effective means of promoting at- 
tendance. 

The market for the park is con- 
sidered as being two-fold, immedi- 
ate, which includes all Southern 
California residents who can drive 
to the park, spend time there, and 
return home the same day (this in- 
cludes a population of about 7,000,- 
000), and the remainder of the coun- 
try, and particularly tourists in the 
area. 

In a sense, the immediate market 
represents the toughest nut to crack. 
Los Angeles, its major component, is 

not noted for supporting local events. 
Year-round outdoor living and a 
multiplicity of attractions make it 



difficult to excite the population of 
metropolitan Los Angeles. 

>The picture Disneyland officials 
have of the typical Los Angeles resi- 
dent is a person who knows all about 
the park and intends to visit it some 
time, but at his own convenience. 
The problem is to get this person to 
come to the park the first time. As a 
creature of habit, it is believed he 
will come back regularly thereafter. 

The people composing this market 
are not, as might be thought, chil- 
dren. When Stanford Research told 
Disneyland officials there would be 
four adults to every child attending 
the park, it was a statement hard to 
accept. But it was right on the tar- 
get. For the first two months the 
attendance ratio was 3.9 adults to 
every child. Since school started it 
has gone to four to one, and frac- 
tionally higher. 

Obviously, the national market 
must be thought of in terms of the 
3,800,000 tourists who visit the area 

each year. According to the All-Year 
Club of Southern California, the 
biggest months for tourists are, in 
descending importance, July, Au- 
gust, June, September and Decem- 
ber. 

Over-all, publicity is assigned a 
cumulative job in reaching both 
markets. Advertising and promotion 
are pinpointed to immediate objec- 
tives. 

> Publicity, advertising and promo- 
tion are guided by the findings of the 
customer relations department. 

Among other activities, this depart- 
ment makes regular surveys among 
guests in the park. It is their job to 
learn what guests like, what they 

dislike, and their over-all reaction 
to the park. 

At first, surveys were made at the 

rate of 50 per day. Now they are 
made periodically, at the rate of 500 
over four or five days. 

The opening advertising campaign 
was concentrated in the one-day- 
trip area, which is defined as being 
bounded by Oxnard on the north, 
and close to San Diego on the south. 

Most of the opening budget of $20,- 
000 went into 25 newspapers, mostly 

dailies. A 600-line ad was the larg- 
est, with other smaller ads running 

on a weekly basis. A few outdoor 
posters and some radio were used. 

As a result of tests and guest re- 

lations surveys in the park, some 

changes have been made in the ad- 
vertising approach since the first 

month. Late in August, a survey 

among 500 guests revealed that 48% 

were from outside the immediate 

area. Proof of the blase attitude of 
Los Angeles residents toward local 

entertainment attractions was the 

fact there were more guests from the 
San Francisco-Oakland Bay area 
than from Los Angeles city proper. 
It is recognized this probably will 
not be true during the school year. 

In proportion to population, 
smaller cities in the area supported 
the park more than five to six times 
as much as Los Angeles. For ex- 
ample, Long Beach residents ac- 
counted for from 11% to 12% of at- 
tendance as compared with Los 
Angeles’ 20% of attendance, although 
the latter has a population almost 10 
times greater than Long Beach. The 
comparatively small city of San Ber- 
nardino accounted for 4% of admis- 
sions. 

>The conclusion drawn from this 
fact was that in the immediate area, 
Disneyland has its greatest draw in 
communities where local attractions 
are limited. From this came the de- 
cision to concentrate in 18 to 20 

newspapers, with increased space in 
outlying communities, at the expense 
of the metropolitan Los Angeles 
newspapers. 
Around the middle of August, 

when the first rush of attendance fell 
off, a spot saturation campaign on 

four radio stations proved very ef- 
fective. Weekend attendance was 
boosted from 13,000 to 19,000; week 

day attendance went from 16,000 to 
23,000. 

These results were not immediate. 
It was not until the fourth day of 
the second week of the campaign 
that results were noticeable. It is 
believed the delayed reaction is an 
example of the fact a visit to Disney- 
land is not on impulse, but repre- 
sents a planned day. 

Television spots were used in an 

attempt to boost sagging attendance 
during a record heat wave in early 
September. The conclusion drawn 
from this effort was that nothing or 

nobody can successfully fight a heat 
wave. 

Still testing means of boosting the 

gate, several tie-ups have been made 
with community business groups 
which approached Disneyland. The 
first was with the North Hollywood 

Chamber of Commerce. This fea- 
tured banners with Disneyland tie- 

ups, the appearance of Disneyland 

space men, autobahn cars, and other 
equipment, and a drawing for 10 

family trips to the park. 

> During this promotion, the North 

Hollywood business group topped all 

previous sales records. Disneyland 

got reams of local publicity. How- 

ever, it was not possible to determine 

if the promotion helped the gate. 

The second was with the Van Nuys 

Chamber of Commerce. This was on 
a much larger scale. A city procla- 
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Disneyland Advertises Atypical 

newspaper advertisement pointing out the 

various attractions in Disneyland 

mation was issued for the event. The 

merchants bought 1,700 children’s 
admission tickets, and Disneyland 
gave 20 family trips in a drawing. 
Indians and stage coaches, helicop- 

ters and space men were furnished 
by the park. Again the publicity har- 
vest was great, and Van Nuys sales 
soared. 

Afterwards, it was still a question 

whether the event warranted Dis- 
neyland cooperation. One attendance 
problem is that of keeping it on an 

even keel at a profitable rate. The 
free children’s tickets, family trips, 
and results of publicity could not be 
said to have done this. That is, people 
attending as a result will come at 
their own time and own convenience, 
since the tickets had no time limita- 

tions. 

For this reason, plans are now 
under way to make similar commu- 
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The Importance of Disneyland 

Disneyland is a project deserving 

considerable study by admen. Its value 

as an advertising and promotion me- 

dium has many facets: 

@ The project's own promotion, as de- 

scribed in the accompanying article, 

presents many angles of interest to 

others faced by a problem of attracting 

large numbers of people for a special 

event or a regular attraction. 

@ Because of the vast national interest 

in Disneyland, it offers an almost end- 

less number of promotion tie-ins. 

e As a medium in itself, Disneyland 

is being used by a variety of exhibitors. 

@ Presentation techniques used in Dis- 

neyland exhibits represent some of the 

most advanced developments and will 

undoubtedly be adapted for other uses 

in the future. 

In forthcoming issues, AR will present 

a series of special articles telling how 

a number of national advertisers are 

using Disneyland in their promotion 

nity tie-ups in which an attempt will 
be made to “force” the gate at spe- 
cial times and specific weeks. As a 
practical matter it is hoped to get 
people to come to Disneyland when 
it benefits the park most. 

Promotion to the national market, 
in terms of tourists, also affects the 
immediate market. Tie-ups with na- 
tional advertisers and the selling 
done by the opening telecast and the 
indirect sell of the weekly “Disney- 
land” program on ABC-tv, have 

made visitors conscious of the park. 

> But they still must be reminded 
and sold when in Southern Cali- 
fornia. This huge market of 3,800,000 
people is difficult to pinpoint. It is 
spread over the area and over 12 
months. 

The basic means of reaching this 

transient market is a full-time man 
who contacts hotels, motels and top 
tourist meccas in the immediate area. 
It is not felt that existing hotel serv- 

ices were equipped to give the serv- 
ice and coverage needed. This man’s 

job is to distribute some 14,000 sets 
of material about the park every 
month so tourists get the material 

in their rooms or pick them up at 
showplaces. 

Apart from this activity, thinking 
on how to reach tourists has not 
jelled. In the first three months, Dis- 
neyland’s batting average was good. 
It is estimated that 54% of all tour- 
ists in the area visited the park. 
When queried, tourists almost in- 
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variably credited their interest in 
the park to Disney telecasts, with 
publicity getting credit for an as- 
sist. 

Great importance is attached to 
these first tourist visitors. Word-of- 
mouth advertising is considered 
basic to the success of getting visi- 
tors to come to the park. When a 
family which has come thousands of 
miles on a planned visit to Disney- 
land, finds it is not up to all expecta- 
tions, nothing but adverse publicity 
can be anticipated when they get 
back home. 

>A prime objective of guest rela- 
tions is to exhibit an interest in visi- 
tors and to follow through by elim- 
inating or changing the things people 
do not like. 

One method of keeping guests 
happy is to give them things inside 
the park that they do not have to 
pay for. A permanent band plays 
and marches about frequently dur- 
ing the day. Clowns move about the 
park, concentrating their attention 

where there are waiting lines. There 
is an organ grinder, complete with 
monkey. 

The floor show in Pepsi-Cola’s 
“Golden Horseshoe” is in the park 
overhead. Here in authentic turn-of- 
the-century surroundings, visitors 

buy Pepsi, sit at tables, and see a 
top-notch show at no cost. This 
show, headed by Donald Novis, costs 

$3,500 a week. 
Analyzing methods of reaching 

tourists in Southern California, these 

conclusions have been reached: They 
probably will not read a newspaper 
or see television but may listen to 
radio in their cars or rooms. For 

this reason, two stations, KBIG and 

KMPC, were used until October 1. 
This difficulty in reaching tourists 

emphasizes the importance of the 
work of the man contacting hotels, 

The “Mark Twain” . . . Early Frontierland 

fun on a paddle-wheeler that steams 

briskly on the ‘Rivers of America.’’ 

motels and public places. Allied to 
this is regular advertising in weekly 
greeter and entertainment publica- 
tions in the area. 

> Outdoor is thought to be poten- 
tially effective. At first two cut-out 
boards were used on the main high- 
way between Los Angeles and the 
park. These were basically direc- 
tional boards. Now, based on checks 
which reveal that almost 100% of 
tourists in autos reach the area by 
one of six routes, boards are going 
up on these routes. 
The subject of reaching tourists 

on their way into Southern Califor- 
nia is not yet considered fully ex- 
plored. Now being studied is ex- 
actly how many arrive by auto, rail, 
or air. 

After three months of operation, 
Disneyland officials are beginning to 
get the feel of the business, and some 

idea of what can be expected. One 
thing is certain. If or when attend- 
ance lags behind expectations, 
there’ll be strong promotion to keep 
it on an even keel. 
The tieing in with community ac- 

tivities will be further tested. Spe- 
cific tests will be made of media 
and their effectiveness. There will 
be special events at the park, such 
as a Christmas show now planned. 
Southern California promotional tie- 
ups with exhibitors are probable. 

Several other actions which can- 
not now be revealed will be tried. 
When you put a $17,000,000 show on 
the road, you’ve got to keep it there. 

44 

New Catalog of Business 

Films Offered by Firm 
A catalog of business educational 

films has been issued by the Audio- 
Visual Extension Service of the eve- 
ning and extension division, City 
College Bernard M. Baruch School 
of Business (New York). All of the 
films listed in the catalog are avail- 
able for rental at nominal fees de- 

signed to cover costs. 

Along with the films listed in the 

catalog, additional services are de- 

scribed. The school’s extension serv- 
ice will provide skilled projectionists 

for showings of the films and read- 
ing materials related to the subject. 
Most of the films listed are rented 

at fees of about $2, with some being 

available for $1. Both motion pic- 
tures, in color and black and white, 

and film strips are listed. 

The catalog is available from the 

Audio-Visual Extension Service, 

Evening and Extension Division, 

Bernard M. Baruch School of Busi- 

ness, The City College, 17 Lexington 
Ave., New York 10. 44 



CROSSROADS 

for CAPTIVE PLANTS 
An unusual situation is developing. While major internal printir inting 

plants have been rapidly disappearing, a new kind of captive plant 

the expanded “duplicating department’ 

e First in a series 

Not too many years ago, a printing 

plant was considered part and parcel 
of the general operations of a large 
number of major business organiza- 
tions. Then, about a decade ago, a 
major trend began—more and more 
companies began to do away with 
internal printing facilities. 

Undoubtedly, World War II played 
a major role in the trend. Equipment 

became obsolete and couldn’t be re- 
placed quickly or economically .. . 
skilled printing personnel became 
scarce (and more expensive) 

supplies were short. 
But there was a major factor of 

even greater importance—the whole 
nature of the printing industry took 
on a new complexion. Where a single 
plant could formerly be counted 

upon to turn out adequate printing 

to supply the majority of needs of 
the average business, the industry 

became one where specialization was 
the order of the day. 
Many companies suddenly found 

that they no longer could count on 
their internal printing departments 
to supply printed material of com- 
parable quality and cost and turned 
to commercial plants for more and 
more of their requirements. To add 
specialized equipment and the high- 
ly skilled personnel to operate it was, 
in most cases, out of the question, 

since the needs of an individual firm 
seldom are sufficient to keep such 
facilities operating at capacity. 

> Today, the average large buyer of 

printing needs letterpress, offset, 
gravure, flexography, screen process, 
collotype special folding, die- 
cutting, embossing, imprinting, etc. 

has been growing steadily 

To set up an internal plant to supply 
all of these needs—or even more than 
one or two of them—requires a major 

investment. 

Even within a given process there 

has been such a high degree of de- 
velopment that few companies find it 
practical to maintain internal print- 

ing facilities which can maintain a 

competitive position with commercial 
printers. Even if it is practical to 
install enough equipment, most com- 
panies have found it impractical to 
try to compete with the printing in- 

dustry for highly skilled graphic arts 
personnel. 

> Actually, there are three major 
areas affecting the decision as to the 

practicability of maintaining an in- 
ternal printing operation: 

1. Economy ... can an _ internal 
plant produce printing at less cost 

Printing & Binding + 35 



On guard 24 

hours a day, to 

protect your 

sales promotion 

. Eureka 

Safety Paper 

4 
x) Constantly 

ae 
watching the 

trend of your 

business . 

Eureka Serial 

Numbering 

PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? on 

Be 
EUREKA SPECIALTY PRINTING CO., 

568 ELECTRIC STREET, SCRANTON, PA. 

MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 

. for more details circle 588, page 121 

36 ¢ ar ¢ January 1956 

than it can be obtained from com- 

mercial sources? 

2. Service ... can better service and 
faster deliveries be obtained through 
an internal plant without being over- 
equipped and/or over-staffed? 

3. Quality ... can the internal plant 
produce printing quality comparable 
with that offered by commercial 
printers? 

Each of these areas, of course, re- 

quires considerable analysis. The 
Private Plant Committee of the 
Printing Industry of America has 
prepared a special booklet, “Your 
Printing Plant . . . Asset or Liabil- 
ity?”, which offers a number of 

guideposts to help answer these basic 
questions. 

Economy 

The booklet, while presenting an 
almost entirely negative point of 
view, nevertheless clearly defines the 
major operational costs which must 
be considered in analyzing whether 
or not an internal plant is an eco- 
nomic success or failure: 

e Top management ... part time ex- 

ecutive top management of a private 

plant usually has only superficial 
knowledge of printing problems, 
technology and industry progress. 

e General supervisor ... who, 
though capable, often lacks the au- 

thority which goes with his respon- 
sibility. 

e Executive overhead .. . job ex- 
planation and follow-up time all must 
be absorbed in the cost of a compara- 
tively low number of productive 
units. Cost per unit is considerably 
above commercial average. 

e Spoilage . hard to control — 
especially in paper and inks—in a 
private plant where profit motive is 
lacking. 

e Limited equipment . . . selected 
primarily for best general use, must 
cover most jobs at only medium pro- 
duction speeds. (This is an area 
where commercial plants, due to the 

development of specialized equip- 
ment, have a decided upper hand.) 

e Obsolescence of equipment . . 
which in turn lessens production out- 
put. Few private plants can afford to 
replace existing facilities with spe- 
cialized machines that will be idle 
a great deal of the time. 

e Schedules . . . loss through ineffi- 
ciency of “peak and valley” produc- 
tion. 

e Overhead costs .. . frequently 
higher in the private plant due to the 
fact that they are often located in 

business premises where rent is 
higher than in factory-type build- 
ings. 

@ Materials .. . small quantity buy- 
ing is often necessary, resulting in 
higher lot prices of ink, paper, bind- 
ery and shipping materials. In addi- 
tion, private plants often have only 
a superficial knowledge of materials 
available and lack a detailed cost 
accounting program, which results 

in reduced incentive to save on pur- 
chases. 

e Inventory . . . too often private 

plants carry much more material in- 
ventory than is necessary. 

e Labor . . . job assurance, salary 
arrangements, “make work” attitudes 
often lower producing incentive and 
raise cost per unit of production. 

In addition to cost factors, there 

are several other problems involved 
in the hiring of printing personnel. 
One of the most important is the fact 
that graphic arts personnel often 
have more liberal fringe benefits and 
higher wage scales than most other 
company departments, leading to 
possible labor unrest. 

Apprentice training is also a prob- 
lem. Due to a shortage of skilled 
printers, it is frequently necessary to 
obtain labor through in-plant train- 
ing programs—often hard to justify 
costwise in a small plant. 

>It is obvious that this list, adapted 
from that prepared by PIA’s Private 
Plant Committee after considerable 
study, presents only part of the pic- 
ture. Commercial plants, of course, 
have two major costs which are not 
involved in the operation of most in- 
ternal plants—sales costs and profits. 
In the industry as a whole, according 
to the PIA booklet, these represent 
12% of the operating dollar. 

In most captive plant operations, 
however, there is generally a policy 
of competitive bidding of some sort. 
The internal printing department has 
to bid on jobs against outside sup- 
pliers. Unfortunately, however, such 
a practice frequently fails to present 
an adequate yardstick. With the in- 
ternal operation there is a general 
tendency to forget many hidden 
costs, such as handling of payroll, 
cost accounting, non-printing office 

equipment, employe recreation pro- 

grams, top management supervision, 

etc. Then, too, rush jobs—which are 
usually the most costly in the long 
run—are forced into the internal 
plant without competitive bidding. 

Service 

With most types of printing now 
on a highly competitive basis, almost 
any kind of service can be obtained 
on a given job. This has eliminated 
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one of the strongest points for main- 
taining an internal plant. 

In fact, the situation has com- 
pletely reversed itself from what ex- 
isted a few years ago. As PIA’s book- 
let explains it: 

“The volume of work scheduled in 
the average private plant is seldom 
of those particular sizes, quantities 
and quality requirements which 
would allow even distribution to the 
various producing units. This results 
in too much work for some machines 
and not enough for others; a “rush” 
on certain requisitions and “side- 
tracking” of others. To meet service 
demands, employes are shifted be- 
tween jobs, although they are seldom 
adept at more than one or two. Thus, 
whichever service is given in one 
place, it is withheld or denied in 
another. 

“Forms are lifted from one ma- 
chine to make way for others or are 
placed on machines unsuited to eco- 
nomic production. To give service 

on one job, others are pushed aside 
or lifted to make way for rush, re- 

gardless of expense. Often it is diffi- 
cult for the printing department 
manager to determine which of the 
‘rush’ jobs is the more important.” 

>Service is also an area where 
graphic arts technology has played 
an important role. Modern advances 
in nearly all phases of the graphic 
arts have brought about new equip- 
ment and methods which permit 
much faster service, giving the com- 
mercial printer a more competitive 
edge against captive plants. 

Quality 

To produce the large quantity of 
printed matter demanded by the av- 
erage business today requires both a 
wide range of equipment and highly 
skilled craftsmen. When quality is 
also a factor, it usually means that 
the men and machines required must 
specialize in a particular type of job. 

Except in a limited number of 
cases, the private plant seldom can 
offer either the necessary machines 
or skilled craftsmen. The average 
craftsman in the private plant, for 
example, must work on a variety of 
different types of jobs and seldom 
has an opportunity to develop the de- 
gree of specialized skill possible in 
commercial plants. 

Again, the best in quality fre- 
quently comes through today’s inten- 
sive competition in the graphic arts 
industry. 

>In its study of discontinued pri- 
vate plants, the PIA committee was 
able to isolate these primary causes 
for closing them down: 

1. Inability to obtain and hold suit- 
able employes . . . Skilled printing 
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craftsmen tended to migrate to com- 
mercial printing establishments. 

2. Wage and union conflicts between 
printing and other departments . 
Printing employes generally seek 
higher wages than other plant work- 
ers, with subsequent time consuming 

labor negotiations. 

3. Steady employment problems ... 
The difficulty of planning steady vol- 
ume throughout the year complicates 

personnel problems. 

4. Trained manpower problem .. . 

Equipment usually not so easy to op- 
erate efficiently as represented by 
equipment salesmen. 

5. Weakness of mechanical super- 
vision .. . Frequent cause of private 

plant failure is rapid turnover of 

mechanical supervisors. 

6. Inadequacy of top management 
.. . General executives of company 
often find themselves supervising 
tasks relating to printing which are 

unfamiliar to them. 

7. Improper selection of equipment 
.. . Need for specialized knowledge 
of specialized machinery complicates 
problem of selection. 

8. Holding on to obsolete equipment 
... Tendency for conservative busi- 

ness to hold on to equipment until 
amortized instead of replacing with 

more modern machinery. 

9. The alleged versatility of printing 

equipment . . . Machines which are 
versatile are often slow and ineffi- 
cient when compared with the one 
best machine for producing a special 
printing job. 

10. The purchase of printing sup- 
plies . . . Many private plants, be- 
cause of smaller quantity purchases, 
are unable to take advantage of 

quantity discounts. 

11. Inadequate cost accounting ... 

In many cases, private plant cost 

records do not cover elements which 
are considered of critical importance 
to commercial printing plants. 

12. Uneconomic operations... Many 
private plants, after investigation, 

have found their printing depart- 
ments to be operating uneconomi- 
cally. 

>In surveying the situation, AR 
talked with several admen who have 
been involved with captive plant op- 
erations. Their reactions present a 
good guide to what is happening: 

e Foote, Cone & Belding, Chicago 

agency, recently sold all its type- 
setting, engraving and electrotyping 

facilities. Here a big factor was the 
high cost of maintaining up-to-date 

equipment — equipment which was 

completely competitive with com- 
mercial shops. 

In a letter to clients, Fairfax M. 
Cone said, “As you probably know, 
these facilities were originally ac- 
quired by Lord & Thomas, our pred- 
ecessor company, 40 years ago when 
it was not easy to get the prompt, 
high-quality production work our 
clients require. Today, however, the 
standards of the printing and en- 
graving industry have been vastly 
improved and there are a number 
of firms capable of delivering uni- 
formly excellent work.” 

e Standard & Poor’s Corp., New 

York, did away with two printing 
plants in 1941 when Standard Sta- 
tistics and Poor’s Publishing merged. 
Both firms formerly had their own 
plants—Standard in New York and 
Poor’s in Wellesley, Mass. 

Harry Backman, S&P purchasing 

agent, told AR, “We definitely have 

been pleased with our contract print- 
ing since 1941. You have to figure 

that the 1932-34 years were different, 

and that for the past 15 years print- 

ers have had bonanza years, with 

hardly any idle time. What idle time 
they do have can be filled in with 
other jobs now. It’s difficult to do 
that with your own company plant. 
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to catch and hold your prospect's attention by selling your ideas 

graphically. They let you present your material in an orderly, 

planned manner, yet with an option for quick rearrangement. 

Available in a wide variety of styles, shapes, colors, and bindings, 

we're sure there is a Service portfolio to fit your particular needs. 

Call or write us today. 

Finishers of Advertising Displays for 

ADVERTISERS - LITHOGRAPHERS-) - PRINTERS 

SERVICE BINDERY, Inc. 
and subsidiary 

MOUNTING & FINISHING CO. 
2241 South Wabash Avenue 

Chicago 16, Illinois 

CAlumet 5-3224 
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Here is a kit containing actual 

printed samples of ‘’flat-as-a-pan- 

cake’ gummed papers giving you a 

visual demonstration of their printing 

qualities in both letterpress and off- 

set printing. If you are a user of 

gummed papers, this kit should be 

in your files. A request on your letter- 

head will bring it without obligation. 

Ask for kit P-216, 

THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 

. for more details circle 564, page 121 

NEED 
Magazine Clippings? 
Complete, accurate and 
prompt COVERAGE of— 

e Consumer Magazines 
e Trade Journals 

@ Farm Periodicals 
e@ Labor Papers 
e@ Religious Publications 
@ Medical Journals 

e Society Magazines 

e College Periodicals 
e House Organs 

AMERICAN TRADE PRESS 
CLIPPING BUREAU 

15 East 26th Street « New York 10, N. Y. 

Telephone: LE 2-5969 

. for more details circle 555, page 121 

iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 
We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 

F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, i. 
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With our deadline requirements we 
needed a lot of equipment, which had 
been standby equipment until we 
needed it again.” 

e Sears, Roebuck & Co., Chicago, 
began looking for ways to cut ex- 
penses during the early twenties. 
One quick solution was to do away 
with the catalog printing depart- 
ment, which was very costly due to 
slack time on the presses. In 1923, 
Sears turned its catalog produc- 
tion over to commercial sources. 
Thomas F. Filline, Sears’ mail order 
advertising manager, told AR, “The 
company has had no cause to regret 
the decision.” 

e ACF Industries, New York, sold 

its printing plant four years ago be- 
cause it found it more economical to 
do business outside. V. J. Biunno, 
ACF public relations representative, 
explained to AR, “It was also less of 
an accounting problem. When you 
own your own plant, you have to 

split the overhead among the various 
departments which use the facilities. 
There are hours when there is no 
printing being done, and there is 
overhead, particularly when you’re 
not going at full capacity.” 

e Metropolitan Life Insurance Co., 
New York, sold its printing plant in 
1948. “The decision to sell our plant,” 
officials reported, “was essentially 
based on the fact that we are in the 
life insurance business and felt that 
the increasing skills required to 
maintain a printing establishment 
were those of a printer.” 

e Wyandotte Chemicals Corp., Wy- 
andotte, Mich., abandoned its private 
plant in 1953 and reported, “The mo- 

tivating factors were the obsoles- 
cence of equipment, the fact that we 
considered the space to be more val- 
uable to us in the conduct of our 
regular business, and finally that we 
believed that since we were primar- 
ily in the chemical business we 
should devote our energies and man- 
agement talents along those lines 

rather than increase our investment 
of time, money and space in another 
type of business.” 

>But there is another side to this 
picture. Some firms have found that 
printing can be an integral part of 
their regular operations. The most 
obvious example, of course, is news- 
paper publishing. But there are other 
examples. 

N. W. Ayer & Son, Inc., Philadel- 
phia agency, maintains its own print- 
ing facilities. Harry Susemihl, man- 
ager of Ayer’s printing department, 
has prepared a special article telling 
“Why We Like Having Our Own 
Printing Plant” for AR. It will appear 
in the March issue. He sums up the 

First in a Series 

This article is the first in a series of 

special studies by AR looking into one 

of the biggest questions faced by adver- 

tising production men—whether or not 

to operate internal printing facilities. 

The issue is of particular importance 

at the present time. During the past 

decade, there has been a steady decline 

in major internal printing operations. 

But while there has been a general 

decline of captive plants, a new factor 

has entered the picture—expanded du- 

plicating departments which, with the 

addition of small offset equipment, are 

becoming captive plants in their own 

right. 

This first article deals primarily with 

the reasons why so many major internal 

printing operations have fallen by the 

wayside. The next article, to be pub- 

lished in the March AR, will tell why 

a major agency continues to operate a 

captive plant. 

In other forthcoming issues, AR will 

look into other phases of this important 

subject, including the problem of just 

how much printing should be expected 

from a duplicating department. 

reasons for the private shop opera- 

tion in two sentences: “We don’t 
think of an advertisement as just 
another job to get out. We’re as in- 
terested in the final success of the 
advertisement as anyone at Ayer.” 
You can find many companies 

which maintain partial printing fa- 
cilities to handle specialized jobs, 
but the number is steadily decreas- 
ing. Some, for example, produce their 
own labels and packages . . . others 
have operations to add printed mate- 
rial which is an integral part of their 
product. 

> Then, too, there are many “special” 
reasons for captive plants, which are 
peculiar to the specific situation. An 
interesting example is the small 
plant which is operated at the Mil- 
waukee County Hospital, Wauwa- 

tosa, Wis. Hospital superintendent, 
Dr. Harry W. Sargeant, told AR that 
the plant was set up as part of the 
hospital’s occupational therapy pro- 
gram, but it has resulted in the sav- 
ing of thousands of dollars for the 
taxpayers. 

The hospital plant has only one 
full-time employe, but plenty of 
part-time help. It uses an average 
of three tons of paper stock a month, 
with many runs of 100,000 or more. 
The plant was established 30 years 
ago and has been constantly modern- 
ized. Originally most work was let- 
terpress, but today it specializes in 
offset. 

One major saving is obtained by 
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He’s the customer's representative at Clement. 

His title is “operator”. He lives and breathes printing. 

Result ... the customer is “worry-free”, doesn’t have to 

concern himself with production details. 

First, a Clement salesman puts a printing order into the 

ak iG hands of a Clement operator. At that moment, the produe- 

tion and distribution of that order becomes the operator's 

prime responsibility. He has complete authority and, of 

6 a & te AT °o ea course, ample ability to handle every phase of the job to 

the total satisfaction of the customer. 

Unique customer service like this is one more reason for 

Clement’s reputation for dependability. America’s leading 

businesses take pride in and profit from printing by Clement. 

Yet it costs no more. 

J. W. CLEMENT CO. 
MANUFACTURERS OF QUALITY PRINTING 

Executive Offices & Plant: 

et ok 8 LORD STREET, BUFFALO 10, N. Y. 

eet Pr if RE. Sales Offices: 

sca ra pager ee Graybar Bldg., New York, Fisher Bldg., Detroit 

Subsidiaries: Pacific Press, Inc., Los Angeles. 

Phillips & Van Orden Co., San Francisco 



Why work your head off 

Call SLOVES... 

Don't lose vour head when production 

rets stvmied. SI OVES can pe rtorm 

any miracle of produc tion. We ll back 

u with our reputation for speed, 

rvice and superior quality 

PRODUCTION SERVICES 
FOR SALES PROMOTION 

Scles Kit * Loose Leaf Binders 

Catalog Covers * Spiral * Plastic 
Easels * Bookbinding * Presentations 

Mounting * Merchandise Displays 

SLOVES 
601 West 26th St., New York 1, WN. Y 
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* sPARKS 
galaxies of ‘em 
for your | 

| THINKER-UPPER 
... every week in 

AA 
(Advertising Age) 

the weekly newspaper 

of IDEAS in marketing 

See for yourself what AA can do 

for your thinker-upper. Try a 

year’s (52 issues) subscription 

for only $3. Anytime you're not 

satished, you get your money 

back. 

Send order today to: 

ADVERTISING AGE 
Dept. AR-1 

200 E. Illinois St. 

Chicago, Ill. 
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eliminating the cost of bid letting 
a major expense in many govern- 

mental operations. 
Such special cases, however, are 

few and far between, and the over- 
all picture is one of a dwindling 

number of company-owned plants. 

> But while the “old style” captive 
plant has been disappearing, a new 
type of captive plant has been grow- 

ing by leaps and bounds. More and 
more businesses — often the same 
firms which decided to “get out of the 

printing business” —have suddenly 
found themselves trying to handle 
an appreciable amount of printing 
in the so-called “duplicating depart- 
ment.” 
What has caused this about-face 

is the development of improved du- 
plicating equipment—actually small 

offset presses. For some years now 

businesses have been adding David- 

sons and Multiliths to their duplicat- 
ing set ups. Now with Ditto and A. B. 
Dick entering the field with new and 

simplified offset equipment (see 
story in next column), there is bound 

to be a further expansion along 

these lines. 

What frequently happens is that a 
firm will add a single offset machine 

to its duplicating department. Pretty 

soon the duplicating people start get- 

ting orders for regular printing jobs 

and another machine is added. 
Then the accounting department no- 

tices that a lot of money is being 

spent to buy offset plates. Manage- 
ment reasons, “Why not install our 

own facilities,’ and more equipment 

is added. 

Before anyone is aware of what's 
happening, a complete captive plant 

has suddenly sprung up, seemingly 
overnight, and it’s time once again 

to consider the advisability of “get- 

ting out of the printing business.” 
44 

Bensing Offers Booklet 

On Flexographic Inks 
Readers interested in flexographic 

printing and inks have a 16-page 
booklet, “Inks for Fine Flexographic 

Printing,” available to them from 

Bensing Bros. and Deeney, Phila- 

delphia. 

Beautifully illustrated, the glossy 

booklet is divided into the following 
sections: 

e Research on Flexographic inks 

® Quality control 

e Manufacturing process 
e Service for printing problems by 
BBD 

e Directory of Flexographic inks 

Tips on selecting and handling 

Flexographic inks are also included 
in BBD’s booklet. 

For your copy circle No. 512 on the 

Readers’ Service Card inside back cover 

A.B. Dick and Ditto Enter 

Offset Duplicator Field 
Two leaders in the manufacturing 

of duplicating products—A. B. Dick 
and Ditto Inc., both of Chicago 
entered the offset field recently with 
the introduction of offset duplicators 
designed for office use. 

While both companies stress ease 
of operation in the models, specific 

details for each of the offset dupli- 
cators are given by the companies 
as follows: 

A. B. Dick’s Model 350 

e Aquamatic control ... a develop- 
ment by which the balance between 
ink and fountain solution can be 
easily maintained with one control 
setting. 

e Self-adjusting cylinders ... an 
operator can switch from light paper 
master to a metal plate, etc., without 
adjusting pressures. 

e A universal master clamp that ac- 

commodates slotted, serrated and 

straight edge masters. 

In addition, the company says, the 
new model has a feed table with a 

10-ream capacity—sets easily for pa- 

per sizes from 3x5” to 11x16”. Copy 

can be raised or lowered without 

tools and an automatic blanket cyl- 
inder disengages itself from the 

master cylinder when paper ceases 
to feed. 

For additional information on the 
Dick Model 350, circle No. 503 on the 

Readers’ Service card inside the back 
cover. 

Ditto Offset Duplicator 

The Ditto offset duplicator, which 

goes into limited distribution in 

January, 1956, lists the following fea- 
tures: 

e All-electric operating controls. A 
single keyboard controls the inking, 

moistening, paper feeding and im- 

pressions. 

e Front feed, front delivery. Opera- 

tor can control all phases of feeding 

and inspecting finished copy from 
one position since paper is fed and 

finished copies delivered face up at 

the front of the machine. 

e Self-regulating paper feeder that 

can take paper ranging in thickness 
from lightweight to heavy card stock 
with no manual adjustments. 

e Finger-tip control of up-down 

image and moisture feed. 

e Automatic ink build-up control. 

.. . When paper isn’t feeding while 

the machine is running, both inking 

and moistening stop. 

Although the machine can easily 

handle line drawing and half-tone, 

Ditto says it was designed primarily 

for general office duplicating, and a 

remote control regulator will be 

available with the machine as a key 



to a new step in office automation. 
Mounted on the Ditto or across the 
room, the push-button regulator 
electrically governs all workings of 
the machine which normally require 
an operator. 

The mats, on the Ditto, range in 

size from 834x11” to 12x1414”. They 
can be used on the same drum with 
no readjustment. Standard offset 
mats can be used. The price, without 
stand or automatic control panel, is 

$1,985, f.o.b., Chicago. 
For additional information on the 

Ditto Offset Duplicator, circle No. 

504 on the Readers’ Service card in- 

side the back cover. 44 

Offers Mail-Order Service 

On Four-Color Processing 
Specializing in mail order service 

all over the country, Universal Color 
Corp., New York, is offering to sup- 
ply lithographers with color-cor- 
rected, screened positives, negatives 

and proofs for four-color process 
lithography and silk screen printing. 

According to Universal, this mail 

order service fills a growing need in 
large and small offset shops for a 
reliable source for color-corrected 
separations at reasonable cost. 

Another feature of Universal Col- 
or’s mail order service is its offer of 
free color proofs on acetate that can 
be viewed either as a full color proof 
or as a progressive printing guide. 

Samples and price lists are avail- 
able. 

For your copy circle No. 513 on the 
Readers’ Service Card inside back cover 

Something New Has 
Been Added 

Insert users aren't the only ones who 

come up with new gimmicks in publi- 

cation advertising. 

Pomona Tile Mfg. Co. (Los Angeles ) 

used the front cover of an issue of 

Western Tile to display a 1” square of 

its new charcoal color ceramic tile. 

The front cover ad, headlined ‘the 

smartest color for ‘55,’ included the 1” 

square piece of tile glued inside the 

large capital letter ‘‘C” 

“Charcoal,” 

of the word 

which ran the full width 

of the cover. 

The body of the ad was run in black 

and white reverse, with a special over- 

print in pink. The piece of charcoal 

colored tile is 3/16” thick. 

The ad program was designed for 

Pomona Tile by the Anderson-McCon- 

nell Advertising Agency (Hollywood). 

Western Tile, which circulates among 

contractors, building architects and tile 

layer union officials, is published by 

Western Industrial Publications. 

{=a 

BRISTLING 
with ideas 

We create, develop and produce ideas that increase 

sales. We are equipped to handle complete campaigns 

from the original idea to the finished shipment. 

Ketterlinus 
LITHOGRAPHIC MANUFACTURING CO. 

PRIMOS, PA. - NEW YORK - CHICAGO - BOSTON 
10 High Street, 10 A suburb of Philadelphia 25 West 43rd Street, 18- 221 North La Salle Street, 1 
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Kodak Offers New Catalog e A four-page section devoted to the 
nae Ektagraph Process demonstrating the 

On Photo Screen Printing use of photography throughout pro- 

Admen interested in screen process duction from original copy to stencil. 

printing may find help on photo- e A two-page chart showing how 

graphic materials and methods in a photography can be used with any 

catalog available from Eastman Ko- type of artwork, in black-and-white 
dak Co.. Rochester, N. Y. or color, to produce printing stencils. 

Listing in detail the Kodak photo- 
graphic materials available for photo 

screen printing, it also describes the 

uses of each as well as the methods 
and processes in which sensitized 

materials are used. 

In addition, the 16-page catalog 
: al ; or your copy circle No. 514 on the 
contains: Readers’ Service Card inside back cover. 

e A list of services from Kodak of- 
fering the photo screen printer solu- 

tions to technical problems, etc. 
The Kodak catalog also contains 

illustrations of typical examples of 
ads done by the Ektagraph Process. 

ovdly New idea 

in point of purchase 

displays 

ACTUAL 3-D EFFECT — Your product is 
projected out front. . . giving a true 3-dimen- 
sional display . . . merely by locking the easel. 
EARNS HARD-TO-GET DISPLAY SPACE — An 
interesting, eye-catching Cardarama display 
will appeal to your dealers. Your product will 

Charmfit display get its share of prized retail display space, be- 
hone _., cause even a small Cardarama “pays its own 
on ee way’ better than larger—but less—compelling 
play can be an — displays. VERSATILE — Your ad, product, 
size up to 36" x48”. package, trade-mark, etc., will be projected to 

attract the attention of passing traffic. ANIMA- 
TION — such as, flasher light, battery kicker 

% unit, etc., is easily adapted to Cardarama. Be first in your field to get dis- 
GLARE-PROOF Cardarama was enthusiastically received at the play space in retail outlets with 

x recent P.O.P.A.I. show in Chicago. Cordartanat Use the compen. 

ee Want to SELL Cardarama? Sev- 
or call us. 

eral desirable territories are still 
EASY TO SET UP available. Write on your busi- 

x ness letterhead for prices and full 

* 3-D EFFECT AT LOW COST 

* CAN BE ANY SIZE, ANY COLORS 
STANDARD PRINTING CO. AR 1-56 
201-209 NORTH THIRD STREET, HANNIBAL, MISSOURI 

C] Please send me a free sample of Cardorama display and full informa- 

tion including prices. 

STANDARD 
PRINTING CO. 

201-209 NORTH THIRD STREET 

HANNIBAL, MISSOURI 

() Please show me how enclosed display can be adapted to Cardarama. 

NAME POSITION 

FIRM 

ADORESS 

Exclusive, Licensed Producers of Cordarame Displays. = 
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New York Directory Lists 

Sales and Ad Buyers 
A noble endeavor in the field of 

directories is the new “Noble’s List,” 
available from the Advertising 
Trades Institute Inc., New York. 

Containing over 7,000 names of 
major buyers of advertising essen- 
tials and sales aids materials in the 
New York area, the new directory is 
designed to provide suppliers of 
products and services to the adver- 
tising and selling fields with an 
authoritative and comprehensive 

source of individual name buying 
contacts. 

The first complete annual direc- 
tory of its kind ever issued, Noble’s 
List presents the major firms in the 
New York area which are national 
advertisers, complete with addresses 
and telephone numbers of the buyers 
and department heads. 
Annual subscription to the 208- 

page directory is $35 and includes 
the bi-monthly supplements. 44 

New Offset Inks Offered 

By Holland Corporation 
An offset ink especially com- 

pounded to do simultaneous two- 
sided printing on the Davidson Off- 
set Duplicating machine has been 
put on the market. Produced by the 
Van Son Holland Ink Corp., the ink 
is labeled Volendam Dual Lith. 

Further information and informa- 
tion about five new letterpress inks 
may be obtained by writing to Hol- 

land Inks, Mineola, N. Y. 44 

Colwell Develops System 

For Filing Offset Plates 
Production of the “Colight,’ a new 

system for filing offset plates, has 
been announced by the Colwell 
Litho Products Inc., Minneapolis. 

The Colight system consists of 
13x36x19” steel cabinets specially 
designed with permanent divider 
plates to hold in upright position 200 
to 250 complete jobs. 

The 10x16” plates, negatives, art 
work and information for each job 
are filed together in a 12x18” heavy 
stock envelope that has a printed 

job ticket form. 
The cabinets can be obtained in 

base units and in individual cabinets 
designed to be stacked in units of 
four as the system grows. Eliminat- 
ing hooks, clamps and clips while 
still keeping everything pertaining 
to one job in one place, the system 
is designed to save time and money 

for the user, according to the com- 
pany. 44 



How to prepare 

CAMERA COPY 
You can save charges for ‘‘extras 

and help keep down costs by fol- 

lowing these simple ' 
rules when 

preparing copy for the engraver 

By Samuel Tissenbaum 

Superintendent 

Duenewald Printing Corp 

New York 

There are many points in copy 

preparation where you can check 
yourself if you are aware of the 

problems that troublesome copy can 

create in a plant. These problems can 
affect the quality and the cost of 

your job. They can cause charges for 

“extras” and they can create losses 

for the printer, which will be re- 
flected in price increases for future 
jobs. 

Here is a “memory jogger” to 

check you on your copy during its 
preparation. Generally, your printer 
will be very appreciative if: 
e You know exactly what you want 

to do and can explain your job to 

him clearly. 

e You consult with him during the 

preparation of the copy and accept 

his advice. 
e You provide a complete dummy 

with specifications for the job. 

e You submit all the copy for the 
job complete before shooting, neatly 

prepared, clean and clearly marked 
with all instructions. 
e You don’t call for changes while 

the job is in progress. 
e You provide, with the job, samples 
of the paper and the colors to be 
used. 

To follow up on these general 

rules, here are some rules for spe- 
cific phases of each job when you 

are preparing art and type for the 
camera. 

>» Mechanicals 

Prepare your mechanicals same 
size. 

Make sure they are squared up 
accurately. 

See that your type lines up. 
Paste down your photostats or 

Van Dykes accurately. 

Key them off with a page and code 

number. 
Put in all corner marks, trim 

marks, fold marks and bleed marks 

in red ink. 
Indicate reverses on an overlay, 

circle them in red ink, or better still 

paste in reverse photostats. 

Indicate tint areas with a solid 
black panel or a red outline and pro- 

vide a sample of the tint. 
Breakdown of color should be on 

an overlay, as solids if possible, or 

outlined in red ink. Provide samples 

of color. 

Prepare spreads in imposed form 

if possible. 
Paste up on clean, white, heavy 

board. 

Clean up all pencil guide lines and 
all rubber cement. 

» Type 
Pull your type proofs same size. 
If possible get it set in position and 

make sure it is correct. 

Select a type face with strong 
serifs and body, especially if it is to 

be used as a reverse. 

Check for clean, even pulls on 

Photoengraving & Platemaking + 43 



white coated stock (preferably 
Kromekote). 

Examine for worn and broken let- 
ters and missing serifs. 

Avoid smearing and get 

proofs. 

extra 

> Line Work 
Make sure all line copy is drawn in 

solid, dull black on white paper. 
See that outlines are sharp and 

avoid smears. 
See that all copy is clearly marked 

for size. 

Check vertical and horizontal pro- 
portions against each other. 

Try to get as much of the copy as 
possible prepared for the same pro- 
portionate reduction or enlargement 
to allow grouping. 

Prepare overlays on clear acetate, 
vinylite or white tracing paper in 

black ink or dull black color for 
large areas. 

If converting from letterpress 
proofs see that the proofs have solid 
dots and aren’t smeared. 

Drawings on Ross board should be 

black and clean. 
Craftint copy and Zippotone tints 

should be clean, smooth and clear. 
All copy should be examined for 

dirt, smudges, extraneous pencil 

lines, etc. 

> Halftones 
All photos should be marked for 

size and checked for proportions. 
All crops or bleeds should be indi- 

cated. 
Silhouettes are best outlined in 

Chinese white and square halftones 
should be indicated for crop. 

Try to keep the degree of enlarge- 
ment or reduction the same in large 

groups so copy can be ganged up. 
Avoid excessive enlargement or 

reduction. 

Get your photos on smooth, white 
paper. Avoid ferrotyping; it can 
cause trouble. 

Don't write on the backs with pres- 
sure and don’t stamp them with a 
smeary rubber stamp. 

Mount on board if possible. 
See that photos are rich in detail 

in both highlights and shadows, and 

that middle tones are clearly defined. 
Indicate drop-outs if you want 

them. Put them in, if you can, in Chi- 
nese white. 

Do your retouching with grays of 

the same cast throughout. 

Avoid delicate vignettes in pencil 
or wash drawings. See that the board 

is white and that there is a definite 
step between background and work. 

Maintain scrupulous cleanliness. 

>Transparencies (Kodachromes, 

Ektachromes) 

Use a standard viewing light. 
Try to keep a balance of color. 
Avoid excessive contrast, dark 

44 * ar + January 1956 

shadows, burned out highlights. 
Prepare for some compromise be- 

cause the range of color and tone in 
transparencies is twice that of a 

printed sheet. 
Try to group for same focus. 
Keep clean. Protect with a cello- 

phane envelope. 

>Flat Copy (Flexichrome, Carbro, 
Water Color, Oil, etc.) 

Cleanliness again. Cannot empha- 
size it too much. 

Grouping for size 
economy factor. 

Try to get copy prepared with 

clean colors. 
Prepare for a compromise if you 

have colors unobtainable with stand- 
ard four. Consult your printer. 

Prepare an overlay for knockouts 
or overprinting of type; or have the 
overlays put on a photostat. 

Avoid knockouts in areas printing 
several colors. Hard to register. 44 

again—great 

New Design Improves 

Optical Depth Gauges 
Optical depth gauges with im- 

proved designs for lower costs and 
simplified use are available from the 
American Optical Co., St. Louis, Mo. 

Designed for photoengravers, elec- 
trotypers and stereotypers by the 
American Optical Co., the instru- 
ment enables an operator to measure 

depth and width of halftone dots on 
plates and cylinders. 

The new microscopes include im- 
provements in usability on both flat 
and curved plates without special 

adapters or accessories; direct read- 
ings without the need of conversion 

tables, and fine adjustment with in- 
dependent zero setting and accuracy 
of two ten-thousands of an inch on 
depth measurements over the full 
range, according to the company. 

Available in three models (single, 
double and triple objectives), the 
instruments may be ordered with 
either inch or metric measure. 44 

New “Varicolor” Produces 

Five Colors on One Print 
Five colors on one print are possi- 

ble with a diazo-sensitized material 
called Varicolor, according to a new 

booklet offered by Tecnifax Corp., 
Holyoke, Mass. 

The colors are blue, yellow, red, 
brown and black with three available 
bases of clear cellulose-acetate film, 
white opaque cellulose-acetate film 

and aluminized, plastic-coated paper. 

Varicolor is exposed in an am- 
monia-developing diazotype (white- 
print) machine in the same manner 
as any other diazotypé material. Any 
well-prepared translucent original 

can be used as a printing master— 
pencil or ink drawing, diazo-inter- 
mediates, type proofs, photographic 
film positives, typed masters, etc. 

After exposure, the “color-former” 
solutions are applied by hand and 
the final development is accom- 
plished by passing the print through 
the ammonia developer. 

> Another advantage of “Varicolor,” 
according to the company, is that an 
ammonia-developing diazotype ma- 
chine is not absolutely necessary for 
developing. If one is not available, 
Varicolor can be exposed by a diazo- 
moist printer, blueprint machine, arc 
lamp and vacuum frame, a transpar- 
ency printer or even sun lamps. The 
ammonia development can then be 
accomplished either by rubbing with 
a dab of cotton, moistened with aqua- 

ammonia, or by inserting the print 
in a closed jar in which the aqua- 
ammonia has been allowed to evap- 
orate. 

Applications for Varicolor include 
projection slides, chart, maps, signs, 
display and advertising layouts, the 

booklet says. 

For your copy circle No. 507 on the 
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Folder Gives Details 

On Etching Machine 
The Wire Coating & Mfg. Co., 

Cleveland, has prepared a folder de- 
scribing its new “Etchmaster” and a 

self-banking etching process. 

According to the company, the 
Etchmaster was designed to utilize 

powderless etching on _ bi-metal 
plates with greater economy and 
efficiency. It can accommodate plates 
as large as 22x28” and can operate on 
as little as 34 gallon or as much as 20 

gallons of etchant. 

Using zinc-coated bi-metal en- 
graving plates and etchant combined 
with the Etchmaster, the self-bank- 

ing process was designed in one bite, 
on one plate and with one bath—to 

etch line, halftone or combination art. 
44 

COCCCCUEROERREOCSOROUOCURCOCEOROECREOEOUSGOECESGERCERRGGHRCKRCeReERORTRODSOEE 

“Think, man, think! Full page—in color!” 



‘Printed 

Letterpress” 

sei 
Sterlin 2 

on Salve 

Just as the word Sterling has been used 
to mean high quality silver since the 
12th century, Letterpress is the standard 
for comparison of printed material. 

Sterling quality 1 in printing can be 

nchiawed only with the Letterpress 
process. The Letterpress printed product 
has clarity, snap, punch and detail. The 
blacks are truly black. The halftone 
dots have a firm. sharp outline. 

Letterpress methods are mechanical. 
controllable and, therefore. precise. 
Letterpress provides true proofs, the 
greatest flexibility in the use and 
re-use of plates. 

Quality is taken for granted today in 

ni ational magazines, textbooks, Bibles and 
manuals, because they are finely printed 
by Letterpress. All this quality printing 
in quantity demands multiple printing 
plates—electrotypes. 

The electrotype, improved 13 ways since 

1940, is the precision printing plate. 
It is the vital element in the mass 

production of Letterpress printing 

Whatever your next printed plece mi vhit 

be—if it is worth putting ink on paper. 
it deserves Letterpress printing... and 
you pay no more for its sterling quality. 

Specify it by name: Print it Letterpress! 

features this “Francis First” hand chased sterling pitcher in its Lue 

new catalogue. Letterpress printed by C. A. Hack & Son, Inc., the new publication, The Present and Future of 

printers to Reed & Barton since 1844, the 192-page catalogue the Printing Processes” by I. D. Robbins. 
eeehinn ° nf is a quality counterpart of the silversmith’s craftsmanship. Address your request for a free copy 

Reed & Barton of Taunton, Mass., Silversmiths since 1824. 
Buyers and producers of printing should ha 

NTERNATIONAL ASSOCIATION OF ELECTROTYPERS 

AND STEREOTYPERS, INC. 

Dept. AR 701 Leader Building Cleveland 14, Ohio 

(Printed Letterpress from Electroty pes) 
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Looking it Over Kenyon G Eckhardt agency heads study enlarged version of RCA 

“space ad with movement.’’ Holding the half pages that flip over to change the scene 

is Bob Barker, account executive. Others shown (left to right) are Budd Hemmick, art 

supervisor; Fred Flanagan, copy superviscr 

Six Do The Work of Four 

RCA’s Unique “Moving” Color Ad Takes 

Magazine Readers From Room to Room 

by Jack M. Williams 

Advertising G Sales Promotion Manager 

Television Division, RCA Victor 

Camden, N. } 

What is already being referred to 

as “a space ad with movement,” a 
magazine ad incorporating a unique 

technique designed to attract maxi- 

mum attention, came out last month. 

The Kenyon & Eckhardt media, 

art, copy and production departments 
worked out the “moving” color ad 

with the staffs of Better Homes & 
Gardens and Colliers, the magazines 

in which it appeared for RCA Victor. 
In this RCA Victor television divi- 

sion advertisement an ingenious lay- 

out using four-page space is so de- 
signed that it actually shows and does 

the work of six pages. This was ac- 

complished by using a background 
of two full pages and then inserting 
four half-pages printed back-to- 
back. The addition of the half-pages, 
in effect, transposes the initial two 
rooms, in which two television re- 

ceivers are displayed, into six differ- 
ent rooms displaying a total of six 
sets. 

Each of the four half-pages de- 
picts a room scene all its own. The 
decor of each room varies, as does 

the apparel of the female figure in 

each of the six scenes, which is ac- 
complished by merely flipping the 
page. 
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and Joe Braun, media director 

>The unique styling of this adver- 

tisement takes the reader from room 

to room in a “live” demonstration. 

It’s almost like going on a tour of a 
furniture display house which shows 
in one room a modern decor—while 
in an adjacent room the modern 
overlaps into a provincial setting. 

The difference is that the same fe- 
male model appears in three of the 
six scenes—her attire changes before 

your eyes as you turn the pages, 
ranging from one extreme to an- 

other, from a daytime outfit to a 
toreador lounging ensemble and then 

to a sweater and skirt. 

Each of the rooms had a Christ- 
mas setting, showing how simply the 
various RCA Victor television re- 

ceivers, from the Rittenhouse deluxe 
to the 24” Winthrop deluxe to the 
21” compatible color director, can 
blend into a decor, each distinctive, 
yet complementing the room styling. 

Technical problems had to be sur- 
mounted from the outset. Budd Hem- 
mick, K&E’s art supervisor on the 

RCA Victor account, created the 
movement from page to page under 

the most exacting specifications. Lit- 
tle workable tolerance was given 

photographer Marty Bauman, yet 
both Better Homes & Gardens and 
Collier’s asked for 1/16th of an inch 
in all directions. The most positive 
problem was alignment of the ex- 
treme left and right wall and floor 

so that each room dimension, includ- 

ing the furniture, linoleum, carpet- 

ing, television sets, accessories and 

decor should have perfect register. 

>The model created an additional 
problem. She wore three different 
separates in the spread and had to 
remain in exactly the same spot and 
position with each change. For each 
exposure, a jig was placed on the 
floor for her shoes and her elbows 
were aligned by two moving pivots 

clamped to a heavy duty tripod. She 
was accessorized to wear the same 
style flat shoes for each change of 
her costume. 
An interesting photo problem, too, 

was presented by the shooting sched- 
ule. Lights, sets, model and align- 
ment were set for the exposure when 
no trains were scheduled for arrival 
or departure in the Grand Central 
building where the photographer’s 
studio is located. 

Sets No. 2-4-6 were shot first and 
sets No. 1-3-5 were next exposed, so 

there would be no movement in the 
room alignment. Strobe lighting was 

used for instantaneous exposure, and 
each detail was minutely planned to 
eliminate the slightest movement, 
else the entire overlapping gradu- 
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Six for Four . . . Using four-page space, 

RCA television division ad utilizes half 

pages to present six different backgrounds 

and six tv models. Note change of cos- 

tume on female figure. 



ation of the sets would have gone 

askew. 
The camera was especially de- 

signed with a full 10” swing, making 
the equivalent of a 16x20” negative 
on the back of an original 8x10” view 

camera. 

>Knapp engravers made the en- 
gravings. Knapp faced a_ serious 
problem in making plates as it had 
to be sure each half page would reg- 
ister into the over-all two pages 
spread properly. This was done by 
photo-composing each half page into 

the background, then cropping off 
the top portion of the resulting full 

page positions. 

Responsible for the planning and 
execution of this unique ad, in coop- 
eration with the production staffs of 
Better Homes & Gardens and Col- 
liers were Joe Braun, media direc- 
or, K&E; Bob Barker, account exec- 

utive of the RCA Victor television 
division, and Fred Flanagan, copy 
supervisor; Budd Kemmick, art su- 
pervisor; James Farrell, production 
supervisor, and Al Mentor, group 
production manager, K&E. 44 

Fluorescent Light Has 

Unique Fleximatic Arm 
A fluorescent portable light, fea- 

turing a unique fleximatic arm, has 

been announced by the Burton Mfg. 
Co., Los Angeles. 

Called the “Oculite,” it is mounted 

on a twin tubular, spring balanced 
arm that allows fingertip adjustment 
for raising, lowering or turning the 

light in a full 360 degree sweep with- 

in a 45” radius in all directions while 

still keeping the lighting at head 

level. 

Available in gray or mahogany 

brown, the “Oculite” has an overall 

span of 45”, an arm length of 20”. 
The lighting head raises or lowers 

70” and the length of lamp housing 

is 19”. 

Additional information is available. 

For your copy circle No. 508 on the 
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That “Last Dab” Problem 

Solved by Little Dabber 
Proof that the last dab in a tube 

can be used is shown in the form of 

“Little Dabber” samples offered by 
the Marquis Mfg. Co. Inc., Chicago. 

Designed to fit the bottoms of all 

tubes, the plastic Dabber with a turn 
of a knob, will effect the release of 
all material in required amounts 
from practically any tube without 
fuss or trouble. 

Decidedly helpful for Dad wres- 
tling to get that “last shave” from 

his shaving tube, the company says 

OW) NORTHWESTERN 
gives you 

INSTEAD OF METALS 

de CCL 
ei ee) 
Powderless Magnesium Etchings 
give better reproductions, longer 
press runs, more exacting register, 

i Ve N Ay and light weight for shipping econ- 
omy. A minimum of 5000 mats, 
without a pattern plate. All of this 
at no extra cost to you. 

Fine halftones, combinations, and 
process color plates. 

Faithful line reproductions, Ben 
Day plates, and coarse screen 
combinations. 

Pickup and delivery with radio dispatched automobiles. 
PHONE: ST ate 2-3939 

NORTHWESTERN 
PHOTO ENGRAVING 

328 S. JEFFERSON ST., CHICAGO 

OPERATING 24 HOURS A DAY 

. for more details circle 625, page 121 

implify your purchase ot engravings 

for letterpress and gravure (and 

assure Maximum reproductive quality 

. by ordering from one source: 

America’s finest photoengraving plant 

COLLINS, MILLER & HUTCHINGS, INC. 
letterpress © gravure 
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the item can be used for numerous 
other purposes. 

Available in two sizes, each Little 
Dabber has space for an advertising 
imprint. Samples and additional in- 
formation are available. 

For your copy circle No. 509 on the 
Readers’ Service Card inside back cover 

Sales Show Announces 

Eastern City Showings 
Applications for exhibit space at 

the Sales Promotion Show to be held 
in Philadelphia and Boston in early 
1956 are available from the Orkin 
Expositions Management at 19 West 

44th St., New York, N. Y. 
Covering all phases of advertising, 

sales and promotion at one time, the 
Philadelphia showing is set for the 
Bellevue Stratford Roof on March 
13, 14 and 15. In Boston, the show 

will take place at the First Corps 
Cadet Armory, April 3, 4 and 5. 
The theme of the Sales Promo- 

tion Show is built around the five 
basic functions of sales promotion 
analysis, creation, production, stim- 

ulation and distribution. Exhibitors 
will range from broadcasting com- 

panies and contest planners to 
printers and novelty manufacturers. 

44 

Hunter Inc. Introduces 

Two Photo-Copying Aids 
A portable photo-copier that can 

make inexpensive photo reproduc- 

tions of any copy, yet is small enough 
to fit into a briefcase, and a mov- 
able photo-copy booth for controlling 
light while making photo-copy prints 
are available from Hunter Photo- 
Copyist Inc., Syracuse, N. Y. 

The photo-copier, says Hunter, is 
an all-metal unit that can copy any- 
thing written, printed, typed or 
drawn on one or two sides. It can 
copy photographs from color or 
black and white originals, and can 

also copy from a bound book. 
Weighing only 12% pounds, the 

unit has a copying surface of 94x 
1434”. It measures 16x4”, operates 
on AC or DC current and comes 
equipped with a carrying handle. The 
portable photo-copier was designed, 
says Hunter, for business and pro- 
fessional men who need accurate, 
on-the-spot copy work. 

The movable photo-copy booth 
was designed for controlling light 

while making photo-copy prints. Ac- 
cording to the company, this inex- 

pensive booth eliminates fogging of 
prints caused by too much light and 
insures clean, sharp reproductions 

and reduces paper spoilage. 
Capable of being set up in five to 

seven minutes on any desk or table, 

the frame for the booth is of light, 
tubular steel, over which a specially- 
shaped cloth is drawn to shield the 
photo-copying machine and process 
from the light. 

Additional information is available 
from the company on both the photo- 
copier and the movable booth. 

For your copy circle No. 510 on the 
Readers’ Service Card inside back cover 

Publicity Service Offered 

To Advertising Agencies 
Advertising agencies without spe- 

cial publicity departments can take 

advantage of a new service offered 

to them by Featured Editorials Inc., 
New York. 

Designed to be of assistance to 

agencies in need of product pub- 

licity along with merchandising, ad- 

vertising and personal selling, Fea- 

tured Editorials offers grass roots 

presentations with news style ar- 
ticles, homemaker features, and farm 

page items as well as general fea- 

ture material. 44 

New Brochure Describes 

Photocopying Equipment 
An eight-page brochure describing 

an improved line of dry-process 
photocopying equipment and mate- 

rials is available from Peerless Photo 
Product Inc., Shoreham, N. Y. 

Giving information on how dry- 
process photocopying can be used 
for copying correspondence, incom- 

ing orders, invoices and many other 

kinds of typed or drawn originals, 
the brochure points out that the pho- 
tocopy system is rapidly finding a 

place in every kind of office. 
Also included in the brochure of- 

fered by Peerless is a list and com- 
plete descriptions of the Dri-Stat 
photocopying equipment, including a 
redesigned combination printer-and- 
processor, a new flat-bed printer for 
copying from books and “Bright- 
Light” paper. 

For your copy circle No. 511 on the 
Readers’ Service Card inside back cover 
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“Maybe it'll look better after the ink 

dries!” 



Sime & Co 
GUIDE FOR PRODUCING T. 

One of the most popular articles ever published by AR appeared in the first 

issue (February 1953). It was a guide for time and cost factors in the production 

of tv film spots, originally written for account executives of Henri, Hurst & 

McDonald, Chicago agency, by Lee Randon, the agency’s radio-tv chief. Since 

this article was published, however, the whole nature of the tv field has changed. 

To keep admen abreast of the latest information, AR asked Mr. Randon to 

revise his original article and bring it up to date. As in the original guide, Mr. 

Randon cautions that he has presented averages only. The actual cost, he 

emphasizes, will depend on the individual studio and the individual spot. No 

two are alike! 

Cime & Coot Guide. 

FOR PRODUCING TV FILMS 

By Lee Randon 

Director, Radio & Television 

Henri, Hurst G McDonald 

Chicago 

What costs are involved when a 
motion picture studio bids on a film 
production? 

The answer to this question may 
serve as a guide to admen who are 

thinking of time and cost problems 
in relation to a tv film production. 

Here, for AR readers, is a break- 

down of the costs that go into a 

typical bid: 
e Production Crew (studio) ...In- 

cludes cameraman, assistant camera- 
man, electricians, carpenters, stage 

hands, prop men, etc. Average per 
day $400-700. 

e Sets (each, if built from stock 
studio material) . . . If special sets 
or effects are required, studio will 

supply cost figures. They’re not 
cheap! Average $150. 

e Film Stock Costs .. . Includes raw 
stock, lab charges for printing, de- 
veloping and simple effects, such as 
overlays. Average $75. 
e Editing ...See description of pro- 
duction for more complete explana- 
tion. Average per spot $50. 
@e Overhead Rent, heat, light, 

etc. Average per day $400. 

e Optical Effects . . . From $10 to 
$150 each, depending on complexity. 
These are dissolved, special tran- 
sitional tricks, etc. 

e Stop Motion Animation ... About 
$500 per day. (Even a ten-second se- 
quence may take an entire day to 
shoot!) 
e Cartoon Animation . . . Average 

from $25 to $135 per foot, depending 
on the amount of detailed drawing, 

the number of figures used, full or 
partial animation, etc. Spots run 90 

feet per minute. 

Minimum Total Average Per Day, 

$1,500. 

Contingencies Bad weather, 

cast illness, accidents, etc. About 
10° of above total $150 

Total $1,650 

> The above figure of $1,650 is studio 

cost on even the simplest spot before 
you start shooting the first foot of 

film. Add to that figure the cost of 

actors, announcers, sound recording, 
additional sets as needed, art work, 
special props, etc., and the net total 
can be a tidy sum. Expensive? De- 

pends on the way you look at it. You 

can spend $1,500 for a couple of good 
photographs without a qualm. Why 

expect to spend less for 1440 photo- 
graphs—the number required for just 
a single minute film? 

e Time Factors . . . If work can be 
started on the day the order is re- 
ceived from your client, the follow- 

ing schedule would be followed: 

e First Week—First Day... Agency 
conference; TV director, TV copy 
writer-producer, account executive, 

service manager, art director, space 
writer, to set basic theme. Tv writer 
should have all the current ads, space 
plus radio. Should see product logos, 
all display material. Why? Because 
your tv commercial, while a selling 
entity in itself, is only part of your 
campaign. It can help strengthen the 

impact of the other media, help pop- 
ularize slogans, bring to life im- 
portant illustrations, create a mental 

picture which will make your point- 
of-sale pieces really sell! Also give 

writer idea of budget limitations. 

Take time, too, to round out your 
film requirements. 

Writing television takes time, be- 
cause even a 20-second film tells a 
complete story, if it’s good. Allow 

three days to a week for writing and 
revision. 

e Second Week ... TV writer con- 
fers with art director on that account 

... has him make up rough draw- 
ings to be used with copy as basic 
story boards. Allow three days to a 
week to fit into his schedule. 

Send out copies of the scenario to 

various film producers for bids. I 

choose three to four studios which, 
in my opinion, are best able to handle 
that particular type of shooting. 
Those in Chicago can have bids back 
within three to five days. New York 
or Hollywood will take up to two 

weeks. Sort out bids with one eye 

on the budget; the other eye on the 

ability of the studio. We may pick 

Radio & TV Production + 49 



ADD-A-TYPE 
— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 

1. Draw a guide line on your artwork 
with a light blue pencil. Score around 
letter and bottom guide line with razor 
or cutter. 

2. Place letter in position on copy so 
that black guide line registers with 
your blue line. When complete word is 
in position rub the type down to 
make it adhere. Cut off black guide 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 

only 85¢ per full sheet 
Write on your letterhead for Add-A- 
Type catalogue showing complete line. 

a product of 
America’s largest Art Supply Center 

ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 
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TIPS by noted 
expert for the 

Production Man 
Kenneth Butler is nationally recog- 
nized as an outstanding authority on 
all matters concerning production. 
His weekly articles in Advertising 
Age have been so widely praised that 
we’ve made a valuable Handbook of 
the best of them. For a mere $3 you 
may have it FREE... with a whole 
year — 52 issues — of The National 
Vewspaper of Marketing. 

Free—TIPS Handbook 
Mail the cou- 
pon below for 
quick action. 
We'll bill you 
later if you 
like. You must 
be satisfied — 
or your money 
back. 

Advertising Age | 
200 E. Illinois St. 
Chicago 11, Illinois | 

Please enter my l-year (52 issues) sub- | 
scription at your regular $3 price with a | 
money-back guarantee of satisfaction, and | 
send to me free and postpaid Kenneth But- 
ler’s helpful handbook, TIPS FOR THE | 
PRODUCTION MAN. 

Name Title 

Business 

Home O Address 
Firm 

City 

State 

|}$3 enclosed } Bill Firm 
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the highest bid because only that 
studio can deliver the quality of 
work you demand. Or perhaps only 
one other can deliver finished film 
within your particular time schedule. 

Once figures and story boards are 
assembled, these are submitted to 
the client. If he asks for changes, by 
all means get revised costs before 

committing us. Seemingly small 

changes may mean a difference of 
many hundreds of dollars in film 
costs! 

e Third and Fourth Week .. . Client 
has approved the budget and story 
boards, so the studio prepares shoot- 

ing scripts, detailing every bit of ac- 

tion to be used, making up new and 
more detailed story boards if needed. 
A shooting schedule is set up, cov- 

ering the time needed for indoor 

scenes; a similar schedule for out- 
door shooting, but this time depen- 
dent on the weather. Actual shoot- 
ing can be completed in one day if 
the spot is very simple, perhaps up 
to a week for stop motion photog- 
raphy, usually two months if you use 
cartoon animation. 

To avoid difficulties, it is wise to 

have you or a representative of the 
client available during the shooting. 
We supply movie “know-how”, but 
someone who is very familiar with 
the account and the product should 
be on hand all through the shooting, 

to avoid simple mistakes in the han- 
dling or usage of the product. This 
expert will be needed, too, to okay 
changes which arise during shooting, 
changes required because the action 
doesn’t exactly time out as planned, 

or because on the set you see a bet- 
ter way of displaying the product 

than you had thought of while writ- 
ing the. script. Changes must be 
okayed as needed or you'll be hit for 
another bill for re-shooting, and that 
is just as expensive as the original 
film! Some agencies send an art di- 

rector, too, to insure getting the 

maximum “sell” out of every scene. 
(Neither is necessary if we’re using 

a studio which has done many spots 
for the client, and is thoroughly fa- 

miliar with the product.) 

e Fifth Week The developed 
negatives and first positive prints, 

the “Rushes,” come back from the 
lab in one to six days, depending on 
how busy the lab is. We check the 
rushes, pick out the best scenes, or 
the best versions of each scene, and 
the film editor makes up a rough cut 
of the actual spot minus the special 
optical effects called for. Since the 
sound track was recorded earlier, 

the two can now be run simultane- 
ously, and we see and hear a rough 
version of the spot. 

Let me emphasize the importance 
of the editing process. Just as a good 

director doesn’t stick slavishly to the 
scenario but improves on it if he 
finds an occasion, so a good film edi- 

tor doesn’t merely chop off certain 
lengths of film and splice them to- 
gether exactly as the shooting script 
demands. He may find that he gets 
better pacing by adding a foot or two 
to this scene, deleting some from 

another. Perhaps he’ll come across 
a scene worth expanding, so we'll 
have to re-shoot to fill it out. None 
of this can be foreseen, even by the 
finest of movie or TV writers. 

Once we've okayed the work print, 
the film editor orders the necessary 
optical effects made. Even the sim- 
plest effects, such as a dissolve from 
one scene to the next, adds at least 
a week to the production schedule 
because it means making fine grain 
positives of the two scenes, process- 
ing these prints to make the dissolve, 
then making a new negative of the 

finished dissolve. More complicated 
effects, like special wipes, are sent to 
New York or Hollywood to special- 
ized studios, for processing. These 
take about ten days. 

e Sixth, Seventh or Eighth Week... 
The studio delivers a finished print 
(or prints, if you have placed an or- 

der for them). Additional prints take 
approximately a week. 

The above time table is based on 
tight schedules and the premise that 
everything has gone smoothly, with- 
out retakes, and without complicated 
animation. Retakes, changes, etc... . 

add plenty of time. . . and cost. 
I'll admit it can be done faster. 

We've turned out complete spots in 
three weeks (some in ten days!), 

but in each case it meant rushing 

certain portions of the process, or 
paying for over-time, which can add 
half again and more to the cost of 

your spots. AND hurrying means in- 
creased danger of errors or poor 
quality, giving you a half-baked film 
or perhaps a month’s delay in re- 
takes. Too much rush in TV can be 
disastrous! 

© How To Save Money ... First, 
if it’s at all possible, set up a budget, 

~ 

“T'll bet he thought this was his wine 

drinking commercial. . .” 



showing what you can spend. Then 
give us material to work with, and 

let us design spots that can be made 
within that budget. Perhaps we can 
sell your client’s product with 
slides and a studio announcer, keep- 
ing the cost down to about a hun- 
dred dollars. Or maybe the answer 

lies in simple photo-animation on 
motion picture film, for only a 
couple of hundred more. Both, how- 
ever, are weak substitutes for a good 

motion picture. A good film writer 
knows the various techniques which 
can be used, and recommends the 
one which will do the most effective 
selling job within the budget. But 
remember, it’s too expensive to buy 
too little film! 

Even the best ads lose their impact 
in time. Clients know this about their 
space ads, so they change them peri- 
odically. The same principle holds 
true of television, but because of the 
original cost, clients try to ignore 

this rule and run commercial films 
endlessly. This means not only lost 
sales effectiveness, just as it does in 
all media, but adds one other effect 
peculiar to TV: a revulsion which 
may actually turn established cus- 
tomers AWAY from your product! 
For this reason alone, it is cheaper to 
make, say, five films and rotate them 
every two weeks than to make one 
and run it for six months. Let’s bring 

it down to actual figures. Say you 
have budgeted $3000 for one one- 
minute spot. Perhaps six months 
later, you will make another one for 
the same price. Total cost: $6000. 
If you spent that $6000 now, with 
careful writing we can give you 

FOUR one minute spots, and edit out 
of them four 20-second and four 8- 
second spots, a total of 12 filmed 
spots for the cost of 2. Why? Be- 
cause the 12 were all shot at one 
time. The figures are not exact, be- 

cause no two accounts can be treated 

the same, but the principle remains. 

PLAN AHEAD! 

e Save By Planning Ahead .. . Like 
many other businesses, commercial 
film production has its seasons. 
Studios run at blitz capacity at cer- 
tain times of the year, have little 
to do at others, yet salaries and 
overhead keep fairly constant all 
year round. As a result, they will 
gladly give you a special rate for off- 

season shooting, or giving them addi- 

tional time on a job. Let me get you 
cost figures on a two months sched- 

ule and one covering four month, 

and you'll see a difference! And pre- 
plan to squeeze every nickel’s worth 
of value out of your film! Order the 
whole package! 

As long as you are considering 
film for your client, consider every 
possible use. Could your client use 

theater playlets? Shoot your tele- 
vision spots in color for an addi- 
tional 25%, roughly, and—with prop- 
er writing—you have theater spots, 

too. And it might not take much 
more shooting to give you good films 

which can be used at point-of-sale, 
by demonstrators, salesmen, for sales 
training, etc. 

While you're at it, how about stills? 
Just bring in a still man and you can 
use the same set for many product 
and publicity shots, at a fraction of 
the cost of separate set-ups! 

By all means, plan a complete 
package instead of merely tv spots. 

You'll save plenty! One client or- 
dered three 20-second spots. Cost, 
$2400. We delivered the three, plus 
one in color, plus a two minute 

demonstration film in color, used by 
home economists during lectures, 

plus a one minute black and white 
demonstration film, to be used dur- 
ing live television shows—all for 

$3000! If all these elements had been 
shot individually, the total cost would 
have been around $8,000. 

With color television now requir- 
ing commercials shots in color, you’re 
up against a completely new set of 
problems and cost figures. With color 
stock running roughly four times 

higher than black and white, and the 
need for lighting practically doubled, 
over-all costs of shooting color run 

about 25° higher than equivalent 

black and white footage .But that’s 
only the beginning. You'll need to 

pay much more attention to scenery, 
to props, to color balance. Optical 
effects are severely limited. 

Just one more point: as in every 
other artistic medium, you can't 
judge only by cost figures. All mo- 
tion picture studios use pretty much 
the same equipment cameras, 
lights, film, recorders. The big, es- 

tablished studios may charge twice 
as much as the little guy who is new 

in the business, and the added cost 
can be well worth it, because the big 

outfits not only have more than ade- 

quate equipment, but they also have 

the extra artistry and selling experi- 
ence which makes the difference be- 
tween a mediocre film and a good 

selling job. This is not a blanket in- 
dictment of small studios. Some of 
them are extremely good. Every stu- 
dio has to be judged individually on 
its own merits, its record of past suc- 

cesses, the ability of its present per- 
sonnel. 

Remember, the time is past when 
all you had to do was stick your 
product in front of a tv camera. 
Selling in television is becoming 

more competitive daily, and unless 
you have commercials which can 
outsell competition, you’re just wast- 
ing money 44 
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Miia iom thejland of skys ble, water 
Hamm’‘s Eye-Stopping Poster . . . Pro- 

duced by Milprint Inc., Milwaukee, this 

sign was designed to look as though the 

baseball was smashing through the back- 

ground 

Posters “Smash Through” 

With Hamm's TV Story 
The use of rotogravure acetate 

posters to announce its baseball 
game telecasts was regarded by 
Hamm Brewing Co., St. Paul, as a 

“smashing” success in getting its 

telecast story across quickly. 
Using three similarly designed 

posters with different station and 

baseball team slugs for the telecast- 
ing of different games in different 
localities—each poster was illustrated 

with a baseball that looked as though 

it was smashing through the acetate. 
Another example, showing the 

sign placed on a glass display win- 
dow or back bar glass, gave the 

illusion that the baseball illustration 
on the poster was actually piercing 

the glass. 

According to the company, the 
message was in this way so forcefully 

communicated to the on-looker that 

he was shocked into reading it. 44 

Association Films Offers 

Industrial Film Series 

Television stations are being of- 

fered a weekly public service series 
from Association Films Inc., New 

York. 

Selected from its library of indus- 
try-sponsored documentary films, 

the series is entitled ‘Assignment: 

Industry,” and covers such phases of 

business and industry as railroading, 

aviation, tire manufacturing, diesel 

engineering, retailing, glass making, 

chemistry, rural electrification and 
trucking. 

Stations may order the films for 

individual playdates or in 13, 26 o1 
39-week cycles. Prints are also 

available 44 

January 1956 ° ar * 51 



MEET THE MAN 

BEHIND THE AD CAMPAIGN 

THAT DID EVERYTHING 

sut SELL! 

TRADEMARK MYSTIK REGISTERED 

52 ¢ ar ¢ January 1956 

Now wait a minute — don’t get the wrong idea. It cou/d have been a 

great campaign. Plenty of hard-selling headlines that pounded home 

the theme...copy thattold the story in fascinating fashion... layout 

and illustrations art directors dream about...media selection in the 

right space, and at the right time. 

So nothing happened! How come? 

The pay-off at the counter was missing. No Merchandising at the 

Point-of-Sale. 

Our business is Merchandising at the Point-of-Sale. We've had 

more than SO years’ experience in this one vital field of advertising. 

We've designed and produced point-of-sale merchandising programs 

of every kind, to meet every retailing need.Wecan dothesame for you! 

Contact our nation-wide organization today. We’ll show you how 

your hard-selling ideas can be developed into practical point-of-sale 

merchandising programs that create traffic — that se// more merchan- 

dise for you. 

We'd like to send you our handy “iDEA FILE”’ and illustrated brochure with 
Suggestions to heip you sell. They are FREE. Mail your request to Chicago 

Show Printing Company, 2626 N. Kildare, Chicago 39. 

Merchandising at the POINT-OF-SALE 
* Lithographed displays for indoor and outdoor use ®* Animated Displays 

* Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik® Self-Stik Displays 

® Mystik® Can and Bottle Holders * Mystik® Self-Stik Labels 

® Econo Truck Signs * Booklets and Folders 
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Department Plan 

How Hallmark Opened 

New Markets with 

Self-Service Fixtures 

Tailored to the individual store, 

Hallmark fixtures get greeting card 

stocks off the shelf and into the open 

Folder designed by Hallmark for retailer 

includes photograph and a blueprint plan of miniature fixture 

setup arranged according to store needs and space 

By Mildred Weiler 

AR St. Louis Correspondent 

Few greeting card retailers know 

that the self-service and open type 
fixture hailed today as the big sales 
booster actually got its big start in 

1935 when Joyce C. Hall, Hallmark 

Cards Inc., Kansas City, Mo., de- 
cided to do something about getting 

stock off shelves and out of boxes. 

His plan was a broad and thorough 
one. First he went on tour and called 
on dealers to find out what they 

needed and reached the conclusion 
that the greeting card industry would 

take a jump sales-wise if it could 
use fixtures that put cards on dis- 

play. He came home to Kansas City 
and designed and built a self-service 

fixture that was completely revolu- 
tionary. His next step was equally 
revolutionary. He bought a number 
of trailers and used them as rolling 

showrooms in which he put his fix- 

tures and hauled them around the 
country to show dealers how they 
could increase sales if they gave 

floor space to the new style fixture 
designed especially for them. 

The fixtures were sold to dealers 

on a manufacturer’s cost basis as they 

are today. Like all good imaginative 

retailing plans, Joyce C. Hall’s idea 

for self-service sales racks not only 

benefited the dealer, who sold more 

cards, but benefited the manufac- 
turer as well and set the pace for 

the rest of the greeting card in- 

dustry. 

>The design proved so good that 
with the exception of streamlining 

the fixtures by use of recessed han- 

dles on drawers, and fluorescent 
lighting above the fixture, the de- 

sign today is the same as that created 
in 1935. Made of red gum wood be- 

cause it is a hard wood that stands 

up indefinitely and will take any of 

the various finishes applied to suit 
dealers’ preferences, the fixtures are 
covered with two coats of lacquer 

and hand rubbed like fine furniture. 
Although there are about 50 dif- 

ferent kinds of self-service fixtures 

for wall, island and corner displays, 
one feature remains the same—the 

eye vision principle which Hall de- 

veloped and patented. This is a 
curved sweep to the six to 11 rows of 
cards displayed at the top of each 

to foster increased impulse buying 

in retail outlets. 

fixture so that each design is shown 

at right angles to the viewer. 

Size of the fixture is 4° wide and 

22” in depth from front to back. 
Height from base to top row of cards 
is 58”. About 8” above that is the 
light fixture, which provides space 
for title strips to show card classifica- 

tions. 

The average fixture holds 70 dif- 

ferent designs and the drawer space 

in the base of the fixture holds about 
36 designs per drawer, or about one 
dozen for each card displayed. One 
drawer in the fixture is provided for 
incidentals. 

> Because of the physical set up of 

most stores, the wall fixture with 

eight rows of cards on display above 

the base is the most popular. Oc- 
casionally Hallmark has experi- 
mented with widening the fixture 

and making it 5’ in width instead of 

four, but experience shows that the 

original design of 4’ is still the best. 

Hallmark manufactures and sells all 

the fixtures at cost direct to the 

dealer. 

At the same time Hall designed 
the self-service fixture, he also set 

Window & Store Displays + 53 



Hallmark's Self-Service . . . A typical ex- 

ample of a Hallmark display stand 

up an inventory control which re- 

tailers say is so good they wish they 
had as accurate a control on other 

merchandise, which would show 
them just what each square foot of 
space will produce. 

Based on records of 30 years 
standing and the results and prefer- 

ences for greeting cards sold in its 

own retail store in Kansas City, 

which is Hallmark’s retail labora- 
tory, an inventory set up for any 
merchant is on a facts-and-figures 

basis. Hall, too, from the beginning, 

was of the opinion that it was the 
manufacturer’s responsibility to keep 
inventory records, so he designed a 
1x5” inventory control card, which 
the dealer keeps in the fixture drawer 
which holds each reserve supply of 
greeting cards. As a card is sold, the 
clerk marks the stock number of the 

card on the inventory control card, 

and uses the inventory card to re- 

order. When Hallmark receives the 
order card, information as to num- 

ber of the card—which tells the type 
of card it is—and date re-ordered is 
transferred to the Hallmark inven- 
tory records for that dealer. This 

New Trend in Placement . . 

54 °* ar ¢ January 1956 

. For little used space, Hallmark 

suggests use of escalator landing for greeting card department 

Picture shows outpost in LaSalle G Koch store, Toledo 

gives Hallmark a control on designs 

and types of cards which sell best for 
that dealer, what time of the year 

each sells best and something about 

trends in his community. 

>More than half of greeting card 
sales are impulse sales. In 1952 a 
new trend, which has caught on, was 

established. Known as “the outpost 
departments,” Hallmark worked out 

a plan to sell more greeting cards in 
areas that were otherwise duds. 

An example is LaSalle & Koch, 
department store in Toledo, O. On an 
escalator landing at LaSalle & Koch, 
Hallmark worked out a plan to set 

up Hallmark self-service racks in the 
area. Operated independently from 
the store’s ground floor card depart- 
ment, the outpost department pulls a 
volume on its own from impulse buy- 
ers, without taking anything away 

from the ground floor department 
which is still doing all right. 

According to Hallmark a store may 

have a regular greeting card depart- 

ment for years, but may be losing 
considerable business where people 
can not find the display readily. In 
such instances, an outpost depart- 
ment such as the one at the escalator 
landing where space didn’t work out 
well for anything else, does increase 
the volume for both the outpost de- 
partment and regular department. 

>The idea of bringing the fixtures 
directly to the dealer so he may vis- 
ualize exactly what he can do with 
his store is still part of the Hallmark 
sales plan. Only instead of using 
trailers as rolling showrooms, minia- 

ture models are used. 

The local salesman calls on the 
store to talk with the manager about 
how much space the store feels it can 
devote to greeting cards. The Hall- 

mark salesmen are trained as de- 
signers and merchandisers and pre- 
fer to let the manager draw upon 
his knowledge and experience rather 

Hallmark in Miniature . 

posed gift wrap department. Tiny pieces— in 1 

—are arranged, photographed, and submitted to dealer 

Corner Display . . . An extended version 

of a Hallmark basic self-service fixture. 

than attempt to dictate a prescribed 

plan for the store. With the informa- 

tion he obtains, the salesman sends 

his suggestions to the fixture and 

control department of Hallmark at 

Kansas City. They go to work with 

the miniature self-service fixtures 

made 1” to the foot scale of all the 

fixture models Hallmark manufac- 
tures. These are arranged and re- 

arranged in an area the salesman 

submitted as the store area. Physical 
obstacles such as posts are taken into 
consideration. Traffic flow and inven- 
tory are set up at the same time. 

When the miniature set-up is com- 
plete, with miniature cut-outs of 
clerks and customers fitted into the 
layout, the set-up is photographed. 
This photograph of the proposed 
store or department within a store 
is sent along with a blueprint and 
stock inventory to the store manager 

Another package of 8x10” glossies of 
the various fixtures is also enclosed. 
With this the dealer can see exactly 
how his store will look. This is his 

store in miniature. He doesn’t have 
to imagine just how a fixture will 
look, or how the traffic will flow. 
It is there for him in black and 
white. 44 
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Labels, packaging, displays, brocHures, calendars, 
booklets. Every part\of your promotjon program 
scientifically designed to/work full-time at the point-of-sale. 

Package designers with/proven succésses in many fields of 
marketing. Display ¢xperts with perlormance records for 
creating in-store salesmen that work\for retailer and 
manufacturer as a tefm. A quality-control system that 
assures every phase/of production to \your satisfaction; 
includes bronzing, eynbossing, varnishing. A guarding 

of schedules no lesg than holy. 

Is this how you w@nt\your next promotion program handled? 
Consult Consolidgted.|It costs no more to put your whole 
program into the hands of SALES-AID ENGINEERS. 

mite J CONSOLIDATED 
the United Stftes Lithographing Corporation 

CARLE PLACE, LONG ISLAND, N. Y. 
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Designed by Raymond Loewy 
Produced for 

CANADA DRY 
BY 

4 MEYERCORD 
The New Canada Dry 

DECAL WINDOW VALANCE PROGRAM 

A decal store window valance program carries 
your message directly to the point of sale—and 
the advertising space is yours without cost. 
Designed by Raymond Loewy, this new 
Meyercord-produced decal program includes 
pictorials of seven Canada Dry products, an 
ample selection of store privilege panels, with 
strong emphasis on the new Canada Dry shield. 
The new decal valance program ties in with 
Canada Dry’s truck signs and other advertising 
media. Whether your requirements call for a 
simple spot window decal sign or a full fledged 
decal window valance program .. . get the 
full story on Meyercord’s complete art, creative, 
engineering and production facilities. 

Decoration Panel 
fn 

Privilege 

“ADvisor” Book FREE 
There’s no cost or obliga- 
tion to get the full facts 
about Meyercord Decal 
Service and facilities. Send 
for the Meyercord “AD- 
visor’’ book... just 
request it on your com- 
pany letterhead. Drop us 
a note today! 

DEPT. M-207 

5323 WEST LAKE ST. 

CHICAGO 44, ILL. 

THE MEYERCORD CO. 
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POWER for ProMOTION! 
Motion Moves Merchandise . . . power your point-of-sale devices with the Hansen 

® HIGH TORQUE 
TIMING MOTOR 

Designed Especially for Display Operation 

A brute for power, guaranteed to pull 20 in. oz. at 1 RPM... 42 

speeds from 0.8 RPM to 600 RPM. Instant starting . . 

. Quiet running . . 

. self-lubricated 

. may be mounted in any position. 

Contact your nearest SYNCHRON representative or write for engineering 

data. Our engineers will work with you in developing special applications. 

Wesley & Fromm, 5254 W. Madison St., Chicago, Ill. 

R. H. Winslow & Associates, 123 E. 37th St., New York, N. Y. 

Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los Angeles, Cal. 
Cable-Hight Co., 1900 Euclid Ave., Cleveland 15, Ohio 
Lawrence Sales Co., P. O. Box 13026, Dallas, Texas 

HANSEN MANUFACTURING CO., INC. 

Makers of SYNCHRON Timing Motors, Timing Machines, 
Clock Movements, and Magna-Torc D.C. Motors. 

FACTORY 

REPRESENTATIVES 

Princeton 11, Indiana 

' wilt ct il ay, 

‘y 

. un me 

MEMBER 

. for more details circle 602, page 121 

hy “Workhorse of, the industry” ESTABLISHED 1907 
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White Plexiglas Sailboat, 

Lettering Identify Store 

The white silhouette of a sailboat 
and translucent Plexiglas lettering 
form attractive identification ele- 

ments for Harry Sadow (New York), 
men’s clothing store. 

The sailboat outline is more than 
just a design element—it calls at- 
tention to a specialty of the store, 
naval uniforms. The sign is effec- 

tive both night and day. Behind each 
of the letters in “Harry Sadow” and 
the sailboat are white neon tubes 
which give an unusual diffused light 
effect at night. Lighting and instal- 

lation of the sign were done by 
White Way Neon Co. (New York). 

> Lettering and boat were fabricated 
by Fox Plastics & Novelty Corp. 
(New York) from a .187” thick white 

Plexiglas sheet. For complete lum- 
inosity at night, the returns as well 

as the faces of the letters are of 
acrylic. The store name letters are 
36” and 18” high. The boat is 42” 
high. The letters and boat are at- 
tached to the porcelain metal face of 
the building by Plexiglas flanges 
around the outlines of the plastic 
components to which they are ce- 
mented. The flanges are in turn 
bolted to the building. 44 

Face the Music . . . Designed and manu- 

factured for Radio Corp. of America (New 

York) by W. L. Stensgaard and Associ- 

ates Inc. (Chicago), this permanent floor 

and island display literally lets customers 

‘face the music’ while selecting record 

albums. The self-selection floor merchan- 

diser, which won a first place award at 

the Chicago Federated Advertising Clubs’ 

13th Annual Advertising Awards Compe- 

tition, offers customers easy record selec- 

tion and allows the retailer to keep record 

titles grouped with a minimum of han- 

dling. 
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Schmidt 4. 
CORRUGATED THAT SELLS 

Point of Purchase Materials + Posters + Labels + Cartons + Shipping Cases 

Catendars + Recipe Booklets + Catalogs + Corrugated Floor Stands - Seed Packets 

Gift Boxes + Brochures + Direct Mall Materials +» Ad Pads + Outserts 
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OFFICE 
SCHMIDT LITHOGRAPH co. 

MEMO | New York Office 

ro General Sales Mer. 

FROM New York Sales Mer. 

SUBJECT Frankfort Distilleries
 

Our creative department scored again! 

Four Roses executives enthusiastic 

over success of prize-winning 
corrugated 

floor stand. "Retailer acceptance ex— 

ory." 
sales very satisfact 
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Develops Movable Gear 

Shaft for Motor Units 
By redesigning its Series 500 in- 

duction motors, Gleason-Arvey 
(Auburn, N. Y.) succeeded in pro- 

ducing a unit with a gear shaft that 
can be situated in any one of five 
different locations. For the first time, 
the company has built an offset drive 
shaft into the small horsepower dis- 
play motor. 
The redesign project also increased 

the range of final shaft speeds that 
can be utilized. Shaft speeds in these 
motors now range from a slow, 

single revolution in three days to a 
top speed of 600 rpm. 

The shaft feature was specifically 
designed to mount these motors in 
the limited space beneath over- 
hangs. The new feature also makes 
it possible to activate hard-to-reach 
parts. The Series 500’s are synchro- 
nous or non-synchronous induction 
type motors. 44 

Forester Folder Features 

Pop-Up Holiday Viewer 
Right in swing with the “viewer” 

craze, the Brown-Forman Distillers 
Corp., Louisville, Ky., issued for its 
holiday promotion a new folder for 

Old Forester bourbon using a pop-up 
viewer made in a miniature of the 
Old Forester holiday carton. 

Using a rotating film in color, the 

built-in viewer shows five separate 
pictures of window displays and 
sales features of the new gold top 
Forester decanter. 

The folders were printed by the 
Stein Printing Co., Atlanta, Ga., 
while the pop-up viewer portion was 
manufactured by Brownie Mfg. Co.., 
New York. 

Brown-Forman mailed the pop-up 
folders to the various sales meetings 

of distributors of Old Forester bour- 
bon and salesmen throughout the 

country. The pop-up viewer folds 
flat and the folder is mailed in an 
ordinary envelope. 44 

Feather-Light Displays 

Fashioned from Puffoam 
A combination of expandable poly- 

styrene called Puffoam, formulated 
by the Plastics Division of Frank 
Paper Products Corp. (Detroit), is 

being used for light-weight repro- 
ductions of “heavy-feeling” displays. 

A three-dimensional back-bar and 
wall design for James Barclay Co. 
Ltd. features a cool drink embraced 
by a sculptured polar bear. The dis- 
play, 26142x18”, molded 14” thick, 
weighs less than 8 ounces and is 

mounted by rubber adhesive strips. 
It is spray-painted in three colors— 
blue, red and black. 

A 10”, half-round Squirt snowman, 

HANKSCRAFT \ | TT EW earl 

Bicycle wheel turns and leg 

sell more . 
BOURBON 

This free-wheeling display delivers 

the goods for Old Crow—and gives 

their dealers plenty of sales to crow 

about! It turns the trick with an 

eye-catching wheel that’s powered 

by the new Hankscraft rotary 

motion display motor You'll find 

many other famous names in action 

with low-cost, trouble-free Hank- 

scraft motors. Operate for weeks 

without maintenance—and on ordi- 

nary flashlight batteries! 

6 
ROW 

*Display for National Distillers Products 
Corp., New York — Designed and manu 
factured by Masta Displays, Inc., 230 
W 17th Street, New York. 

THE HANKSCRAFT COMPANY, Dept. AR-1 
FREE BOOK Detailed information and drawings on the Hankscraft aeeeseuns, WiscONsNe 
motor models, special applications, and free engineering service 

. : . . . . e send me FREE manual on Hankscraft Display Motors. that will help you plan the most effective animation for your display. Please son . — 
NAME 

THE HANKSCRAFT COMPANY + REEDSBURG,WISCONSIN 
Sales Offices in these principal cities: 

CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 
TORONTO (Cntario) © SAN FRANCISCO (Erlach Lee Company? 

COMPANY....... 

STREET ADORESS 

city ZONE STATE 
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IS YOURS FOR 

THE ASKING! 

Prt) 

GLAMOUR 
Ae +7 as) PROGRAM 

It's the quick, 

easy way to come 

up with LIVE-WIRE 

IDEAS that pay off BIG! 

HOLLYWOOD 
BANNERS 

116 East 32nd Street, New York 16, N. Y. 

Telephone: ORegon 9-4790 

CELLULOSE ACETATE 

PLEXIGLAS 

VINYLITE 

POLYSTYRENE 

POLYETHYLENE 

ACETATE BUTYRATE 

ron 
Zo re it 

! 

TRANSILWRAP. COMPANY 
yt . 

1647 49 Henvis 5S! Philade'phia 40 ae) 

WRITE FOR INFORMATIVE FREE BOOKLETS 
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which was formerly fabricated from 
pre-expanded polystyrene foam, is 
now molded in a single piece by the 
Frank plant. A companion V-Ball 
display, promoting Squirt and Vodka 
during the 1955 season, is also 
mounted with adhesive rubber strips. 

44 

Huffman Uses Tags 

To Give All the Facts 
Never one to belittle a salesmen’s 

spiel, Huffman Mfg. Co. does believe, 

however, that it’s “the facts” that 
really clinch bicycle sales. With that 
belief and the knowledge that sales- 
men are sometimes too busy to give 

all the facts, the company set out to 
design a “silent salesman.” 

A fact-filled tag containing all the 

strong selling points was hung on 
the handlebars of the company’s new 
Radiobikes and became of equal use 
to the retailer as a guide to selling 

or as a “doubt-killer” for the cus- 
tomer. 

The company says this newest 
“salesman” is clear, concise, inex- 
pensive and does four important 
jobs: 
e Sells the important features of the 
Radiobike. 

e Tells operating instructions for the 
radio. 

e Carries guarantee for bicycle and 

radio. 

e Reports (via return card) vital 

data on why customer bought the 

bike. 44 
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Balanced Design .. . This four-piece dis- 

play mobile for Bayuk Cigars Inc. balances 

from a ceiling spring. The display is easily 

put up—it comes with a Kleen-Stik 

backed tab which is attached to the ceil- 

ing. In addition, it has advantages as an 

attention - getter that does not take up 

much space. Consolidated Lithographing 

Corp. (Carle Place, N. Y.) produced the 

mobile. 

IVE-WIRE 
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SHIP IT FASTER... © 

THE LETTER SHOP 

New, complete one-shop service 

=~ handles all details of storing, 
repackaging, imprinting, promotion 
materials for Far West distribution 

jhe 

‘ Pays for itself through overnight, 
short haul, coordinated shipments 

FRANCISCO 
Perpetual inventory control and care- 
ful packaging cuts waste and spoilage. . 

This special service can be tailored 

to solve your own particular problems 

G67 BEALE STREET SAN 
* Write for details today. 

Send for catalog 
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By William S. Orkin 

Director 

Sales Promotion Show 

What good is the most ingenious 
exhibit if the right people don’t come 
—or worse, if they do, and then 
evaporate into thin air? Yet many 

exhibitors who shell out hard cash 
for space, displays, manpower, etc., 
fail to use the vital pre-and post- 
show periods to back up their ex- 
penditures. 

What should you be doing in the 
months preceding and following a 
show? 

Beforehand: Publicize, as well as 
build your exhibit. 

Afterward: Pursue every lead, 
however faint, with the tenacity of 

a bloodhound. 

Let’s take the preparatory months. 

Although show management is re- 
sponsible for general publicity, 
you’re missing a bet if you don’t do 
some drumbeating on your own. 
After all, you often have daily, di- 
rect contact with the very audience 
show management attempts to reach 
with its promotional shotguns. 

>Here are five essential steps any 
company should take to build traf- 
fic for its booth: 

e Promote the show in all advertis- 
ing .. . It’s usually a good idea to 
develop a visual symbol for the show 
—directly related to your exhibit’s 
theme and appearance—which can be 
used in publication and television 
ads, point-of-sale displays, flyers, 
etc. 

Such a “trademark” not only sim- 
plifies the artwork involved but, if 
it ties in visually, makes it easier for 

How to get more 

[rom your 

Trade Show Dollars 

There are two sides to every trade shou . . . after 

you attract visitors, you've got to pursue every lead 

with the tenacity of a bloodhound. A trade show expert 

offers tips on building traffic and planning follow-through. 

visitors to spot your booth at the 
show. 

e Make every salesman a publicist 
.. refer repeatedly to the forthcom- 

ing show in salesmen’s bulletins, 
house organs, even individual cor- 

respondence. Build up interest by 
noting, successively, each new de- 
tail: innovations in display, intro- 

duction of new product, VIP’s who 
will attend, special offers to be an- 
nounced. 

If the fanfare doesn’t fill him with 
terrific enthusiasm, you can be sure 
that it at least gives the salesman 

something to talk about when he 
meets his customers and prospects. 

e Plug the show in every letter the 
company sends out .. . Many com- 
panies affix show stickers (perfect 

place to use the exhibit “trademark” 
and relate it to the ads) to all out- 
going correspondence. 

Thus customers, prospects, sup- 
pliers, distributors, dealers, govern- 
ment officials, and anyone else with 
whom the company has contact, 
know that you'll be there. 

e Send out a generous supply of in- 

vitations ... Nothing’s more personal 
than a direct invitation, even where 
none is needed, to all the people you 

hope to see in your booth—with per- 
haps a postscript setting up social 
appointments with important pros- 

pects. 

Show management will usually 
supply these tickets; in fact, at the 
forthcoming Sales Promotion Show, 

management will even print them 
with exhibitor’s names. 

e Publicize your exhibit .. . Don't 
wait for showtime to set up your 

public relations. Even if you're wait- 
ing to unveil something special at 
the show, get all the photographs 

and news releases ready, make your 
press, tv and radio contacts in ad- 

vance, and tell show management 
that you are going to have some- 

thing newsworthy so they can set 
their own wheels in motion for ade- 
quate coverage. 

The last point is particularly im- 
portant because of the misunder- 

standing that surrounds show pub- 
licity. 

Too many exhibitors are bitter 

when the big companies walk off 
with show publicity. The best press 
setup that show management can 
muster will do the exhibitor no good 

if he doesn’t prepare his own ma- 
terial for distribution. That last- 
minute photo of the boys in the 
booth beaming at new model XY- 

964P32 may be fine as a souvenir 
for the wife and kids, but it is not 

an acceptable editorial handout. 

>Nor is it any coincidence that 
some exhibitors turn up in the local 

papers and on local radio and tv 
programs in the show town. Rarely 

were these performers sought out 
from behind the proverbial bush. 
They simply contacted the right 
media—with the right story!—well 

before they began uncrating thei: 
displays. 

What of the exhibitor who has no 
earthshaking news to offer. How 

can he get any publicity? 

By creating news. 

I know companies which never 

enter a show without a real on 

imagined innovation to announce 

They will hold off introducing new 

Shows & Exhibits + 59 



SMALL 

Exhibits 

| CONVERTIBLE 
LJ Exhibits 

Capex) prefab exhibits 

© Ly 

YOU GET SO MUCH MORE 
PER DISPLAY DOLLAR .. . with 
CAPEX Prefab Exhibits! 
Whatever your exhibit space, or your particular 
Display problem, there’s a CAPEX Prefab design 
to help you get the maximum in selling atmos- 
phere with the minimum strain on your budget. 
Clean-cut, modern lines — brilliant execution of 
art and lettering—full flexibility of back- 
grounds, shelves, counter space —sturdy, ex- 
pertly engineered construction — these are hall- 
marks of CAPEX Prefabs. 
It’s not only that original cost is usually lower 
(whether you stick close to simple design or 
have our experts work out something highly spe- 
cialized) — but you get other important advan- 
tages in much lower shipping costs and in great 
chunks of time saved in setting up and taking 
down. 

More than 1200 exhibitors, large and small, 
have ordered and reordered CAPEX Prefabs. 
You see more and more of them at every show 
you attend. Why not check up on what CAPEX 
Prefabs can do for YOU? 

ee * 

Send today 
for your 
“Idea-Starter”’ 
Portfolio of 
Distinguished 
Designs (on 
your business 

models until show-time; present a 

new package; propose a new retail 
or wholesale “deal”; even tie in with 
another product to come up with a 
new use wrinkle for a staple item. 
Any number of devices will serve 

as news hooks. To cite a few: 

e If your product lends itself, offer 

it as a tv giveaway during the show 

period. 

e Tie a contest to the show; the win- 
ners should make good feature ma- 
terial. 

e Announce any predictions your 

top brass or technical experts may 

be able to propound. The more start- 
ling the better, so long as they are 
based on valid judgment or research. 
Your soothsayer will make a good 

subject for interviews. 

e Reveal new research findings or 

survey results at the show. 

In short, reporters covering a show 

are looking for the standout, news- 

worthy hook on which to write their 

stories. Anything you can do to pro- 

vide it will make yours the exhibit 
every one hears and reads about— 
and visits. 

Now, after the ball is over, the 
real work begins. Obvious as this 

sounds, it is still ignored by many 
exhibitors for any of several rea- 
sons. 
Some have done fabulously well 

at the show and would just as soon 
close up—if management would let 

Up’n Atom .. 

them—after hooking a few big fish. 
They’re too exuberant to worry 
about the ones that got away. 

> At the other extreme is the morose 
type who, because he didn’t write 
orders on his pad, is too pessimistic 
to look into leads. 

In the middle is the we’re-here-to- 
make-an-appearance type who is so 
non-commercial he really did just 

make an appearance! 
To be effective, follow-up must be 

thorough. A giant company which 

exhibits in over 100 shows a year has 

this procedure: A floor report on 

each visitor after he leaves the booth; 
one copy to the branch office nearest 
the prospect, another to company 

headquarters. Branch managers 

must report back on results. This 
not only gives management proof 
that each inquiry was pursued, but 
also supplies a good check on the 
calibre of show visitors. 
Follow-up techniques will natural- 

ly vary. One exhibitor will find it 
worth while to send individual 
thank-you notes, another makes per- 
sonal calls, still another sends out 

desultory form letters. 
To reputable show management, 

which strives to set up the most ad- 
vantageous market place possible, 
there’s something heartbreaking, 
however, about the exhibitor who 

drops the ball completely. 
After all, we want you back next 

year! 44 

. A unique combination of spoofing and serious business marked the 

annual sales meeting of Alex Colman (Los Angeles), manufacturer of women’s sport- 

wear. Theme of the meeting was ‘’Up ‘n Atom—the fusion of fashion with fission.” 

Pictured is Lynn Norby, west coast fashion editor of ‘‘Harper’s Bazaar,’’ who is being 

Geiger-counter tested by comedian Vince Barnett. Watching this new use of a Geiger 

counter are (left) Steven Plunkett, associate professor of physics at UCLA, and host 

Alex Colman. 

letterhead 
please). 

Capex Company, 
615 South Boulevard 7 

Inc. 
Evanston, Illinois 

for more details circle 568, page 121 | 
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Trade Show Managers 

Form New Association 

To clarify and promote the value 
of the billion dollar trade show in- 
dustry to exhibitors, trade buyers 
and consumers, a group of 28 leading 
trade show managers has organized 
the Exposition Management Assn. 

The new organization will carry on 

labor and public relations services 
and will afford its membership the 
opportunity to exchange experiences 

and ideas as they relate to the in- 
dustry, according to William S. 
Orkin, director, Orkin Exposition 
Management. 

Mr. Orkin was elected chairman 
of the new association. 44 

Famous Chefs Highlight 

Kitchen Karnival Show 
Well known chefs, representing 

various foreign countries, made 
guest appearances at the “Kitchen 
Karnival” to attract attention to the 
display of “kitchens of the future.” 
The chefs entertained visitors by 
preparing dishes representative of 
their native lands. 

The “Kitchen Karnival” featured 
huge displays of kitchen equipment 
and accessories, including utensils, 

and food. The exposition was held in 
the Pan Pacific Auditorium, Holly- 
wood, Cal. The “Karnival” is ex- 
pected to tour other cities in the 

U. S. 
In addition to the chef gimmick, 

visitors to show also were beguiled 

with drawings for door prizes, and 
thousands of food samples were 
given away. 44 

Mastercraft Announces 

Compact Display Unit 
Designed for sales meetings, trade 

shows, hotel room shows, lobby dis- 
plays, recruiting and training pro- 
grams, Mastercraft E-Z Set is a com- 
pact display unit that has a wide 
variety of uses. 

The unit includes 15 plywood pan- 
els, 22x22”, clamp-on thumb screw 
flood lights and a reinforced, re-us- 

able plywood jigged and padded 
shipping case. Adaptable to exhibit 
space, the unit can be set up from 6’ 
to 8'6” wide and 8’ high. 

Additional features include extra 
lettering and mounting, transparency 

light boxes, detachable shelves, over- 

lay plaques, personalized layouts 
and adaptation for reversible use, all 
provided at a nominal cost, accord- 
ing to the manufacturer, Mastercraft 

Associates Inc., New York. 
Cost for the entire unit, including 

the basic exhibit, two black and 

NOW- HOLD SIMULTANEOUS SALES 

MEETINGS COAST-T0-COAST 

3 7 i 

ie a 
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Sheraton Hotels Closed Circuit TV Network 

Now management can talk 

privately “face to face’? with the 

entire sales force . . . introduce a new 

product simultaneously to dealers in 

all territories ... get reactions and 

answer questions from plant per- 

sonnel scattered all over the country 

all without pulling a single key 

man from his district and without 

paying costly travel expenses! 

That’s Sheraton Closed Circuit 

Television Network, available in all 

IN THE U. S. A. 
NDIANAPOLI AKRON { Ol 

ALBANY LOS ANGELE 

HICAGC AN FRANCI 

“INCINNAT 1. Rha 
DETROIT PRINGFIELD, Mas 
FRENCH LICK, Ind. WASHINGTON 
PHILADELPHIA Sheraton under construction 

IN CANADA 
heraton-Mt. Roya KITREA 

NTREA 

Sheraton Hotels (or independent 

hotels in non-Sheraton cities). An 

experienced staff handles production 

details, assists in all planning, in- 

cluding budgeting and analysis. 

LEARN MORE about this newest 
and most modern way to communi- 

cate “‘in person’ at less cost. Write 

for free booklet, “Sheraton Closed 

Circuit TV Network,’’ Sheraton TV, 

Park Sheraton Hotel, New York, 

N. Y., COlumbus 5-3830. 

HERATON 
\ The Proudest Name in 

=) HOTELS 
(Non-Sheraton cities may also be included 

in the Sheraton TV Network.) 

. for more details circle 646, page 121 

AR Reaches Out... 
to more advertising agencies than any other 

publication. If you sell advertising services, 

equipment or supplies to or through agencies 

AR is All Right... For You 
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Chicago’s 
largest 
designers 
and builders 

Exhibits 

Showrooms 

Models 

Cutaways 

also 

RENTAL 

EXHIBITS 

eneral 
exhibits 

& displays 

ine. 

2100-32 NORTH RACINE AVENUE 

EAstgate 7-0100 

No need to know what's changing 

or what's new. No need to cut 

costs with better methods. That's 

the know-it-all’s philosophy, and 

one reason why every issue of 

ADVERTISING REQUIREMENTS 

that you see helps lift your own 

promotion, production, and mer- 

chandising that much further out 

of the commonplace. Subscribe 

with the postage-paid reply card 

in the front of this issue. Get your 

monthly copy delivered to you at 

home or at your office—whichever 

you prefer. 

* ADVERTISING 
REQUIREMENTS 
200 E. ILLINOIS ST. © CHICAGO 11, ILL. 
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white photographs with stencil cut 
block name sign and 20 words of 
block lettering copy and eight clamp- 
on adjustable flood lights with mas- 
ter connection is $555. 

Additional details are available 
from the company. 

For your copy circle No. 536 on the 
Readers’ Service Card inside back cover. 

Capex Offers Short Runs 

Of Personalized Material 
Exhibitors who need drapery ma- 

terials with special designs incor- 

porating logotypes, trademarks, 

company names, etc., can now obtain 
it in runs as small as 40 lineal yards 
from Capex Co. Inc., Evanston, Ill. 
Produced by a special screen proc- 
ess on textured Fiberglas twill, the 

material will personalize individual 
booths, sales rooms and window dis- 

plays at a cost within the ordinary 
budget, according to the company. 

Available in a full range of colors 
the material is 50” wide. Capex says 
it is also in a position to supply 
draperies made to order. Further in- 
formation is available from the com- 

pany. 
For your copy circle No. 537 on the 
Readers’ Service Card inside back cover. 

Ad Agency Exhibits Its 

Wares in Train Station 
An exhibit in a railway station 

pays off two ways for Creamer- 
Trowbridge Co., Providence, R. L., 
ad agency and public relations firm— 
it gives clients some extra promotion 

and it shows off the agency’s “wares.” 
The exhibit is in the Providence 

Union Railroad Station. The space 
is leased by the Providence Jr. 
Chamber of Commerce as part of its 

industrial exposition operated in co- 
operation with the New York, New 

Haven & Hartford Railroad. Each 
month a new display is set up, fea- 
turing a different “Client of the 
Month.” In scheduling the appear- 
ance of different companies, Cream- 
er - Trowbridge considers “timeli- 
ness” of the product. 
The Creamer-Trowbridge staff sets 

up each display, using the same mod- 
ern, colorful little booth each month. 
Flexible in its design, the booth unit 
can be adapted to many different 
displays. Shown in the exhibit are 
the company’s products, with counter 
and window display placards created 
by Creamer and promotional litera- 
ture done by the agency. Often these 
sales brochures are distributed to 
passersby in the station. 

Creamer-Trowbridge reports that 
not only does the exhibit give the 
clients’ sales a boost but the idea also 
has added new business to the agen- 

cy. The clients are not charged for 
the exhibit. 44 

Cafe de Frigidaire . . . Frigidaire capitalized on the universal appeal of a French sidewalk 

cafe with this exhibit at the Dairy Show in Atlantic City. The ‘‘cafe,’’ with its details of 

actual brick sidewalks, French-style lamp posts, tables and chairs, sidewalk awnings and 

green shrubs, provided a gay and colorful setting for Frigidaire’s ice cream cabinets. The 

cabinets were strategically spotted throughout the exhibit for maximum display value 



By Harry L. Gadau 

Vice-President, Advertising 

Rival Packing Co. 

Chicago 

Approximately three years ago, 
when cans for the packing of pet 
foods again were plentiful, the in- 
creasing number of both large and 

small companies that were being at- 

tracted to the canned dog food field 

made it evident the market was be- 
coming more and more competitive. 

Our company also became aware 
of the growing tendency on the part 
of dog owners, because of the multi- 

tude of brands now available, to 

change from one brand to another 

simply because they believed they 
were giving the dog a variety in 

feeding. 

The influx of new products on the 
dealers’ shelves (15 to 20 brands in 
many supermarkets) also accounted 
for less brand loyalty on the part of 
the consumer, while at the same time 
self service supermarket shopping 
was influencing more impulse buy- 
ing. 

Because of this change in buying 
habits, Rival Packing Co. was mind- 
ful of the need for a plan of mer- 

Since author Gadau presented the speech 
from which this article was adapted, Premium 
Associates Inc. has been organized to take over 
the functions of the Octagon Premium Plan. 
The new company is owned jointly by Colgate, 
The Borden Co., J. H. Filbert Inc. and William 
B. Reily & Co.—Ed. note 

chandising or promotion that would 

influence the housewife in her daily 
shopping habits so she would be less 
inclined to change from Rival dog 

food to the many other brands avail- 

able. 

> Our thoughts followed these lines: 

Everything else being equal, the dog 
food which offered an “extra” of 
some importance would be chosen 
over the one that did not. And, in a 
situation in which other dog foods 
also offered premiums on an occa- 

sional basis, it was up to us to offer 
a premium or a premium plan that 
would be more consistent and at- 
tractive than that of our competitors. 

Dozens of plans were considered, 
most of them including the use of 

premiums in some form or the other. 

However, always we kept thinking 
about some sort of a long range pro- 

gram that would help us to retain 
brand loyalty on the part of our cus- 
tomers year in and year out and 
reduce the risk of having them influ- 
enced by special offers and tempo- 
rary inducements. 

We recognized the fact that the 
average family buying canned dog 
food will purchase on the average of 
four cans weekly, or about 200 cans 
annually. In cases where the family 
owns a large dog, or more than one 

dog, the figure of 200 cans annually 
will go up considerably. 

An annual purchase of 200 cans 

CASE HISTORY 

OF A NEW 

PREMIUM USER 

Adapted from a speech by the author, this 

article tells how Rival Packing Co. sought 

and found a premium plan that works. 

certainly exceeds by far that of most 

home consumed food products and 
surely would provide a sizable cou- 
pon accumulation, but we still did 
not feel that the regular family re- 
quirements of Rival dog food were 

quite large enough for us to main- 
tain a coupon premium plan of our 
own. 

Then one day, Art Aldag, our 
vice-president in charge of sales, 

By Way of Background 
| 
| 
| 
| Dog and cat food is big business. 

| There were 1,431,315,000 cans produced 

in the U. S. during 1954, a total of 5% 

| million pounds per day. 

| As for the dogs which eat all this 

| food—47% of all U. S. dogs (about 10% 

| million) are owned by urban families, 

| while only 30% are owned in farm 

areas. Nearly 25% are owned in rural 

non-farm areas. 

: The urban dogs eat 74% of all 

| canned dog foods, while the farm area 

| dogs eat only 18%. 

| As for cats, strangely enough 49% 

| of the U. S. cat population lives in farm 

areas and only 26% lives in cities. 

| However, the city cats eat 54% of the 

| canned cat food produced annually. 

| Rival Packing Co. considered these 

| facts when it finally decided to use a 

| premium plan to solve a sales problem. 

Premiums, Prizes & Speciatties -- 63 



Sales Idea #5 by PIONEER 
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To reach... 
Buyers who read 

and 
Readers who buy 

in advertising’s 
$3 Billion Production- 

Promotion-Merchandis- 
ing market... try 

Advertising 
Requirements. 

It pays. 

Here’s an IDEA! 

HANDSOME MEMO PADS 

. . from the House of Metal 

Arts . . . for gifts—promo- 

tions—giveaways . . 

looking—distinctive. 

METAL ARTS COMPANY 

. tich- 

Dept. 23 * 742 Portland Ave. 

Rochester 21, N. Y. 
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returned from a road trip and related 

that one of our wholesale distribu- 
tors was doing a sensational job with 
Mrs. Filbert’s margarine, a product 
that carried a coupon redeemable 
through the Octagon premium plan. 
This naturally started us thinking 

—would this plan be good for Rival 
dog food? 

> We believed that it might be, and 

contacted John Davidson, who heads 
the Octagon premium plan at Col- 
gate, for full information about the 

Octagon premium plan. This is what 
we learned about its operation: 

e The Octagon Plan is basically co- 
operative, whereby the coupons from 
products of nine food manufacturers 
may be combined—thus resulting in 
faster coupon accumulation. Because 
of this accelerated coupon accumu- 
lation, the possibility of retaining the 
interest of the coupon saver is en- 
hanced tremendously. 

e The plan offers the coupon saver 
a wide choice of premiums, with 
more than 350 merchandise items 
listed in the current catalog. 

e The Octagon plan maintains for 
the convenience of coupon savers 44 
premium redemption stores located 
in metropolitan centers throughout 
the eastern and southeastern por- 
tions of the U. S. Here coupons may 
be redeemed and premiums person- 
ally selected from the 350 or more 
items available. 

e The plan also maintains for the 
convenience of consumers in smaller 
communities, approximately 900 pre- 

mium distributors. Here coupons 
may be redeemed personally for 
many of the most popular premi- 
ums. Those not carried in stock are 
ordered by mail for the convenience 
of the customer. 

e Octagon supervises a_ regularly 
scheduled cooperative promotional 
plan. For example: In the spring of 
1955, a house-to-house distribution 
of 74 million copies of an eight page 
full color circular to stimulate inter- 
est and create new customers. 

e In areas where well established, 
a very substantial number of families 

are regularly saving and redeeming 
coupons in the Octagon plan. In some 
markets, as many as 3813% of the 
families are participating. And in 
many, many markets, from 20% to 

25% of the families are regularly 
saving Octagon plan coupons. 

e A very important feature of this 
plan is that it is possible for the 
membership of churches, schools, 
clubs, and charitable organizations 
to pool their savings of coupons and 
redeem them for cash—thus many 

COOKED one READY FOR USE 
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are encouraged in label saving who 
ordinarily might not be interested. 

e The bulk of this coupon saving 
activity is centered in the urban 
markets where lies the greatest po- 
tential for Rival dog food and Rival 

cat food sales. 

>It seemed that this could possibly 
be the long range plan that we were 
seeking to help promote the sale of 
Rival dog food and Rival cat food. 
However, we realized that, should 
we enter into such an arrangement, 

we could not treat it lightly, because 
once our customers started saving 

Rival coupons for premiums, they 

would certainly expect these premi- 
ums to be available regularly. 

Our discussions with other indi- 
vidual participating manufacturers 
in this plan were quite revealing. 
We were plainly told that the Octa- 
gon plan could not be expected to 
accomplish miracles over night, but 
that it was a plan in which an invest- 
ment could be safely made. 
We also were told that the plan is 

a tremendous customer holding de- 

vice because, once a housewife has 

built up a certain coupon franchise, 
in a majority of cases there is a 
burning desire to accumulate suf- 

ficient coupons for the premium that 
she has in mind. 

>We realized, of course, that the 
mere fact that premiums were being 
offered for Rival dog food labels 
would not bring customers rushing 

by the millions for our products, but 
we felt that gradually we could add 
many, many new customers because 
of the free premiums feature, and 
with quality of product and free pre- 
miums for labels, that we would 
have a better than average chance 
of keeping them as regular custom- 
era. 



We also learned that manufactur- 
ers who had been participating in 
the Octagon plan for a period of 
years were redeeming up to 65% of 
all coupons issued. This in itself cer- 
tainly indicated exceptional con- 
sumer interest in saving coupons for 

free premiums. Of course, it is gen- 

erally agreed that no less than five 
years of participation would be re- 

quired to obtain anything close to 
this percentage of redemption. 

All of this information was then 
carefully considered, and we rea- 
soned that such a long range promo- 

tion plan for Rival dog food and 
Rival cat food would enable us to 
continue offering our products at 
sensible prices and advertise them 
soundly and constructively. 
We also realized that participation 

in this plan would give us an excel- 
lent opportunity of influencing the 
millions of customers now saving 

Octagon plan coupons to buy Rival 
dog food and, of course, reduce the 
possibility of our regular customers 
changing to other brands. 

>In July 1954, after final negotia- 
tions had been completed, we im- 
mediately started plans to make 
Rival dog food and Rival cat food 
active participants in this operation 

as quickly as possible. 

By September, we had already 
printed coupons on every Rival dog 

food and Rival cat food label. Each 
and every coupon briefly described 
the advantages of the plan, offered a 
free catalog of premiums on request, 
and listed the names of the 

participating brands: 

e Borden’s evaporated milk 

e Octagon & Kirkman soup prod- 
ucts 

e Raleigh cigarettes 
e Filbert’s mayonnaise and marga- 
rine 

other 

La Rosa macaroni products 
Luzianne tea and coffee 

Linit liquid starch 
Hearth Club baking powder 

Sa 

NOW BRING YOU 
VALUABLE COUPONS 

De you get volveble premiums with the soap, milk, coffee, cigarettes, 
morgorine and other products you mow vse? Hf not, you are missing @ lot 

Change to the bronds thot bring you valuable coupons ond get something 
extra for your money 

| THESE POPULAR BRANDS 

YOU PAY NO MORE FOR THESE BRANDS 

but you get volveble coupons every time 

| 

| 
} 
i 

you buy them — coupons thet get you 
beautitul ond useful premiums Start todey 
soving coupons from all these brands 

As soon as we were reasonably 
certain that all stocks not bearing 
ihe coupon had been cleared from 
the dealers’ shelves, we set about to 
acquaint dog owners as quickly as 
possible with the fact that free pre- 
miums were available for Rival dog 
food labels. 

The theme of our early 1955 ad- 
vertising campaign was “Free pre- 

miums for Rival dog food labels.” 
Media used for this campaign in- 
cluded approximately 240 daily 

newspapers, in which copy appeared 
weekly, and national magazines with 
a large housewife readership, in- 
cluding Good Housekeeping, Wom- 
an’s Day, Everywoman’s, Family 
Circle, etc. 
Many half hour television shows 

were used in the major market areas, 
and these included such shows as 

“Badge 714,” “Racket Squad,” “Lib- 
erace,’ “Lone Wolf,’ “Sherlock 
Holmes,” etc. In the Greater New 
York city area, we co-sponsored 

“Million Dollar Movies” over 
tion WOR 16 times weekly. 

During the summer months, we 

have confined our advertising large- 

ly to outside traveling displays on 
buses and 24-sheet posters. 

During this period, our advertis- 
ing stressed “Free premiums for 

Rival labels” more than could ordi- 
narily be justified. However, we felt 
that, because this was a long range 
program, we preferred to get it in 
motion as quickly as possible. 

Ssta- 

>The theme for our 1955 fall cam- 
paign was “Rival dog food—so good 
it’s double guaranteed,” featuring 

Rival’s own guaranty, the “Good 
Housekeeping Seal,’ and “Free Pre- 
miums for Rival Coupons.” 

I would like nothing better than 

to be able to conclude by saying that 
our premium coupon plan has been 
a tremendous success, and we are 
delighted no end with the accom- 

plishments. 
However, in a plan of this kind, 

coupons are accumulated over a con- 
siderable period of time before they 
are redeemed. Redemption experi- 
ence of other participants points to 

the largest percentage of coupon re- 

demption the second year after label 
distribution; however, seven to eight 
years are required before all cou- 
pons are redeemed. 

Already, however, we can see a 
lot of trends in the results so far, 

and I want to point out one in par- 

ticular that helps to support some of 

our enthusiasm. 
When we joined the Octagon 

group, we were, of course, well 

aware of the fact that the greatest 

strength of the Octagon plan is in 

the eastern and southeastern states, 
because most of the participating 

HERE’S A 

eas a | | 
GLITTERING 

i By \ \ 

to make your premium, nov- 

elty or product sparkle ! 

Use GOLDMARK*¥—it's 

23K genuine gold and the 

only pressure sensitive trans- 

fer foil on the market. 

WITH 

GOLDMAN LS” 

—you can draw or write on 

almost any flat surface with 

simple pressure of pencil or 

ball-point pen. Makes your 

premium or product different, 

personal and attractive. 

Write Dept. AR for information 

and name of nearest distributor. 

HASTINGS & CO., INC. 

2314 Market Street, 

Philadelphia 3, Pa. 
ESTABLISHED 1820 

*TRADEMARK 

. for more details circle 603, page 121 
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brands enjoy their greatest distribu- 
tion and strength in this area. 
While Rival dog food and Rival 

cat food are distributed throughout 
the entire middle west, eastern and 
southeastern areas of the U. S., by 

reason of our geographical location 

in Chicago and years of concentrated 
sales effort in areas closer to our 
base of operation, we naturally enjoy 
our best consumer following in the 

middle western area. 

>For that reason, we were some- 

what dubious about how quickly we 
could sell the idea of label saving in 

the midwest area, particularly be- 

cause most of the other products in 
the plan are not widely distributed 
in the midwest. We realized that, in 
the midwestern area, whatever could 
be accomplished for the time being 
would have to be almost on the 

strength of saving Rival labels alone. 

The very gratifying observation 

that we have been able to make thus 
far is the fact that our percentage 
of redemption of coupons in propor- 

tion to sales in the midwestern area 
is running only slightly behind the 

percentage of redemption of coupons 
distributed in the area where the 
Octagon plan is strongest. We feel 
that this is a most encouraging as- 

pect of this plan because if we can 
make it work in markets where we 
do not have the already established 
coupon saver to lean on, then its po- 
tential must be terrific. 

Our decision to adopt a continuity 
cooperative premium plan was made 
only a little over 12 months ago. 

Today, based on trends and results 
that we can now see, we are more 
sold on such a plan than ever before, 
and I am sure we are going to be 

a premium user for a long time to 
come. 44 

Unbreakable Dates .. . Perhaps the dates 

can be broken, but this new calendar by 

Mayer Mfg. Corp., Chicago, is made from 

polystyrene which can be dropped, twisted, 

bent, hit and subjected to force without 

breakage. Available in Carribean sand col- 

or with black imprint and in ebony with 

gold imprint, the calendar is 3x5 ¥%4"’ with 

removable plastic spring easel. The calen- 

dar pad features Sundays and holidays in 

red, and indicates preceding and following 

months. Individual mailing cartons are 

available 
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Boeing Treats The Kids . . . As basis for 

an effective employe-relations stunt, the 

company gave these gay Christmas stock- 

ings to the children of 60,000 employes. 

Boeing Treats Kids 

To Christmas Treats 
Fun for the kids, in the form of 

candy and toy-filled stockings, was 

provided by the Boeing Airplane Co., 
Seattle, Washington. 

The basis for an effective employe- 
relations stunt, the company gave 

the gay, Christmas stockings to some 

60,000 employes’ children during its 
annual Christmas celebration, held 
December 3 and 4. 
The special polyethylene stockings, 

imprinted with a series of small de- 
signs incorporating the Boeing name, 

were developed by the Cello Bag 

Co., Seattle. Special stocking tops, 
developed by H. S. Crocker Co. Inc., 
lithographers, presented a_ bright 

Christmas train imprinted with the 
words: “Holiday Treats from the 
Boeing Supervisors.” 

The show, held at the University 
of Washington athletic pavilion, drew 
a crowd of approximately 100,000 

during its two-day run. Boeing based 

its show on a circus theme, featuring 

nationally-known performers. 44 

New Magnetic Clips 

Keep Money Safe 
What is a “Money-Minder?” 

According to Magnex Inc., Denver, 

a “Money-Minder” is a compact 
vinyl bill clip with powerful mag- 
nets sealed in each end. 

Designed to provide safe-keeping 

for as much as ten bills, folded once, 
Magnex says the new bill clip offers 
convenience for keeping bills not 
only safe but tidy and compact in 

pocket or purse. The magnetic clos- 
ure is firm, yet bills are easily re- 
moved and inserted. 

Available for goodwill advertising 

purposes, the 434x134” “Money- 
Minder” has a 1x1” imprint space. 

Additional information and sam- 
ples are available. 

For your copy circle No. 524 on the 
Readers’ Service Card inside back cover 

New Catalog Features 

Hostess Set Patterns 
A 20-page color catalog is being 

offered to the retail trade by Libbey 
Glass, division of Owens-Illinois 

Glass Co., Toledo. 
Featuring six new market-tested 

Continental inspired Hostess Set 
patterns, the catalog also includes 
illustrations and information on 
more than 30 other table glassware 

patterns. 

Among the designs illustrated are 

Libby’s 23k gold decorated Golden 
Wheat, the platinum banded “Sat- 
urn” and the hourglass sets. 

The catalog also gives packaging 

and pricing data. 
For your copy circle No. 525 on the 
Readers’ Service Card inside back cover 
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No Ink Pad Necessary 

With New Rubber Stamp 
A rubber stamp that works with- 

out a stamp pad has been introduced 
by Everprint Products Inc. (Brook- 

lyn). Called “Everprint,” the rubber 
stamp, according to the company, 

will give 100,000 smudge-proof im- 

pressions without ever touching a 

stamp pad. 
The “Everprint” stamp is made of a 

special stamp composition and com- 

bined with a new ink formula with 
which the rubber composition is im- 
pregnated. The ink is indelible and 

instant drying and gives sharp, clean 
and smudge-proof impressions, the 
company says. 

In addition to a stock line of 
stamps, such as “Paid,” “Special De- 

livery,’ “Fragile,” etc., Everprint 
stamps also are made to order for 
specific purposes. 44 



How a home-made TV film that cost only $1,500 

won a million plus audience for the 

If the idea of a “do-it-yourself” 

promotional film neans something 
less than a professional job to you, 

you'll never prove it to the Indiana 
Motor Truck Assn. 

Last fall this group of Hoosier 

trucking firms produced a 29-minute 
sound and color movie which cost 
about one tenth the price of a com- 

mercially produced film, got the 
association’s story across exactly as 
desired and has achieved an accept- 
ance which amazed even the pro- 

ducers. 

Under the title, “Made in Indiana,” 
the film is a panoramic “tour” of that 

state’s principal industries and prod- 
ucts, with the story of the importance 
of truck transportation skillfully and 
tastefully woven in. Emphasis has 
been placed on showing national 
brands of consumer items made in 
the state. 

If the photography is not 100 per- 
cent professional in its excellence, it 

is certainly competent, pleasing and 
effective. And the handling of the 

script shows the mark of men who 

have lived their subject. 

> The film was professionally edited 
and titled. Otherwise it is entirely 

Indiana Motor Truck Association 

the product of the association’s staff 
-James E. Nicholas, general man- 

ager, producer; Bob Hoover, photog- 
rapher; Scott Waldon, writer. It was 

Nicholas’ first such experience. Hoo- 

ver, a professional still photographer, 
had had only amateur motion pic- 
ture experience. Waldon had been 
an ad agency writer and had had 
theater and tv newsreel production 
experience. 

Jim Nicholas estimates about 
1,600,000 — including tv audiences 

have already seen the film. As in the 
case of previous films produced by 
the association, emphasis is on distri- 

bution and use as program material 

for groups of all kinds throughout 

Indiana. 

“We've had many good professional 
films,” says Jim Nicholas, “but we’ve 
never touched the acceptance of this 

one. We are so pleased that we al- 
ready have an idea for another one, 

and again we'll engineer our promo- 

tion right into the book.” 

Engineering in the promotion took 

the form of including material which 

in one way or another would have 

a personal interest to a large propor- 

tion of Indiana’s population. Some of 

the companies whose products or 
factories are shown include Lever 
Brothers Co., Colgate Palmolive Co., 

Kraft Foods Co., Ball Brothers, 
Western Electric, H. J. Heinz & Co., 
Pet Milk Co., Standard Brands, Eli 

Lilly & Co., and many other firms, in- 
cluding such appliance manufactur- 
ers as Chambers, Crosley, RCA, 
Servel, Philco, Capehart and Arvin. 

Most major automobile manufactur- 

ers were also included. 

>Thus not only did many of these 
companies take a direct interest in 

the film and help it along, but there 
was a direct tie with every employe 
of any of the firms. The geographical 

spread in shooting locations and in 

the origin of the products selected 
also meant a widespread, state-wide 
interest in the film. 

As another gimmick to gain back- 

ing—to “engineer the promotion into 

the film’—the “actors” in the picture 
were not professionals but the people 

of the state themselves. 
To produce the movie, the asso- 

ciation staff traveled extensively all 
over Indiana. Their biggest difficulty 

was waiting out the weather at times 

for they lived rigidly by a light 
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The “Do-It-Yourself” Trend in Advertising 

The ‘do-it-yourself trend—as applied to advertising, promotion and merchandising 

creates somewhat of a problem for AR. On occasion, we have found ourselves con- 

demned for seemingly encouraging more ‘do-it-yourself’ activities in areas where the 

professionals have proved that their skills can produce a more satisfactory end 

product. 

Frankly, we are all for greater use of the highly developed skills of the pros in all 

creative fields. Nevertheless, there are instances where we feel that a ‘do-it-yourself’ 

attitude can be beneficial. A case in point is the accompanying article, ‘Made in 

Indiana.” 

This is the story of an amateur motion picture production. To be sure, a much better 

motion picture undoubtedly could have been turned out by a professional producer. 

But the cold, hard facts are that no motion picture at all would have been produced if 

it had been necessary to go to professional sources. 

By publishing this article—and others like it—we are not trying to encourage admen 

to try to do for themselves jobs they can afford to have done by specialists. But, on the 

other hand, we feel that all admen should be encouraged to make use of audio-visual 

promotion tools. If this means a do-it-yourself project, there is still no logical reason 

why the medium should be discarded. 

Actually, those who achieve a success with such do-it-yourself projects are more 

apt to make greater use of the medium involved in the future. Since it is natural to try 

to improve on past performance, it follows that these same admen will be better 

prospects for the professionals once they have convinced themselves and their bosses 

that any medium is valuable to them. 

We recently received a copy of a letter sent by photographer Henry Gregg of 

Havertown, Pa., to a leading producer of audio-visual equipment, who had prepared 

a booklet encouraging “home-made” audio-visual training programs. Said Mr. Gregg: 

“Fortunately for us, most audio-visual buyers are not stupid enough to think an 

amateur production can compare with the product of a professional specialist in 

design, photographic quality or reproductive quality—even though the mechanical 

means are simplified. 

“We have no objection to your pointing out the great possibilities of [your equip- 

ment] to prospects, but think it would be doing them and professional producers a 

greater service if you would emphasize the fact that there are times when a profes- 

sional production may be definitely called for—and perhaps would be cheaper in the 

long run. 

“You, like all proponents of do-it-yourself filming, never calculate the cost of com- 

pany manpower involved in taking men away from the work for which they were 

hired to participate in the production of a company-made film or slide presentation. 

The advertising magazines, too, have a habit of doing the same kind of thinking in 

this regard. 

“IT am of the opinion that both you and the magazines would help sell more 

audio-visual equipment and help the users sell more merchandise if you would work 

on the angle of' raising the standards of quality and selling value of slides and films 

instead of harping on ways of kidding everyone (or at least themselves ) by turning 

out cheap, ineffective, sloppy productions which do little except make audiences fed 

up with sitting through boring presentations.” 

Much of what Mr. Gregg says has merit. However, he has overlooked a couple of 

very important points: 

@ First of all, as far as AR is concerned, it is not the role of any advertising magazine 

to editorially help manufacturers sell more audio-visual equipment. AR’s only aim in 

this direction is to encourage the use of more and better audio-visual programs—with 

an eye toward helping our readers do a better promotion job. While this naturally 

means sales of more equipment, that should be considered only a by-product and not 

a primary objective. 

@ Secondly, it does not naturally follow that all company-made audio-visual produc- 

tions are ‘cheap, ineffective, sloppy, and do little except bore audiences.’ We feel 

that the accompanying article is a good example to disprove this assumption. Even the 

professionals in the field have found themselves forced to give awards for excellence 

to companies who have used the do-it-yourself approach. 

However, it is worth stating for the record that: 

1. The chances for success of an audio-visual production are far greater when 

competent professionals are called upon to handle the job. 

2. The total cost of a company-produced program is often much higher than appears 

at first glance. Salaries of personnel, allowances for errors, higher prices for non- 

quantity buying, etc., must be considered before you can get a true picture. 

3. There is no reason why a production necessarily should be either all-professional 

or all-amateur. As a matter of fact, many successful audio-visual productions are the 

result of a combination of efforts. 
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meter and worked only under ideal 
lighting conditions. 

Using Eastman Kodachrome 16mm 
film and an amateur camera belong- 
ing to one of them, they shot approxi- 
mately three times the final footage— 
probably a smaller excess than is 
usual with professional film pro- 
ducers. 

Costwise the project was a dream 
for any low-budget advertiser. Total 
expenditure was $1,200 for film and 
travel expenses, plus $150 a print. 
Mr. Nicholas started out with six 
prints, has since bought two more 
and is planning to get others to fill 
the heavy demand. This budget cov- 
ered all costs, including professional 
narration, editing, music and re- 

cording. 

> When the idea for the film first 
began to take shape, Mr. Nicholas 
sought prices for professional jobs. 
He found that in most cases it would 
run about $1,000 a minute for the 
29-minute film. It would have been 
possible to get the entire job done for 
perhaps $15,000 by careful shopping 
and cost-cutting. 

Jim Nicholas makes a direct com- 
parison between these two sets of 

figures, despite the fact that his cost 

does not include personnel time. He 

states two reasons for this: First, 

the job was spread over a two-month 
period in which everybody carried a 

full load of regular duties, doing the 

film work “on the side” with such 
enthusiasm that there was no prob- 

lem at all. Second, even with a pro- 
fessional producer, association mem- 

bers would have had to spend a great 
deal of time working with the pro- 
ducer because of the latter’s lack of 
familiarity with the subject. 

“When we got the idea of making 

our own film,” recalls Mr. Nicholas, 
“T just went to the board of directors 

and presented it. I was tired of peo- 
ple from other states bragging about 

themselves at conventions and other 
places. We could tell the story and 
serve our own purposes well at the 
same time. Prices of professional 
films were prohibitive, I told the 
board, so we wanted to do our own.” 

“How do you know you can make 
a picture?” the board asked him. 
Jim Nicholas countered with, “How 
do you know we can’t?” and he was 
in the movie business. 

But he didn’t stop with just pro- 
ducing a film. “There have been a 
lot of films produced for public rela- 
tions purposes,” he points out, “but 
they've too often neglected to sell 
them. We’ve tried to sell ours from 
the ground up—building sell into the 
film and then giving it a strong fol- 

low-through.” 

>IMTA apparently built so much 



Hoosier Product 

ied on loading platform for a truck pickup. 

sell into its film that there has been 

little need for selling since. The man- 

ager held some press parties, got 

some newspaper publicity, and ever 
since the association’s prints have 
been tied up weeks in advance. 

The length of the finished picture 
was set at 29 minutes, primarily to 

make it easy for tv stations to use, 

and so far it has not only spread 
“Made in Indiana,’ but has estab- 
lished the IMTA as a good film 

source. Requests for other films 

available from the association have 
increased, and one tv station has 

shown a single film on three different 

occasions. 

The 40 or so companies represented 

in the film have plugged it, shown 

it to employes, and through execu- 
tives have been responsible for many 

Inexperienced but Determined . 

Nicholas and Robert L. Hoover 

Early shot in ‘‘Made in Indiana’ film 

shows Servel refrigerator—a famous Indiana name—being read- 

am ara: |fe 

Na 
TELLCITY. WATT 

Hoosier Truck Line . 

SLi 

. . In another shot from the film, apple and 

arrow identify Indiana truck line to viewers. Film emphasizes 

truck transportation, has been seen by 1,600,000 people 

other showings. Churches, high 

schools, Lions clubs, Rotary, Ki- 
wanis, Optimist, Farm Bureaus, 

insurance clubs, chambers of com- 
merce, transportation clubs and li- 
braries are just a sampling of the 

types of organizations that have 
shown the film. Bookings for the 

eight prints are solid for two months 

in advance and some showings have 

been booked as much as six months 
ahead. 

The trucking industry in Indiana 

has had a tough time, Jim Nicholas 

points out. Opposition, legislation 

and strong publicity by railroads 

have given the 625 companies of 

IMTA a constant challenge. 

But, largely through the influence 

of “Made in Indiana,” millions of 

Hoosiers know much more _ about 

Short on experience but long on faith and determina- 

tion, this trio was responsible for IMTA film. Left to right are Scott Waldon James E 

their state and about trucking than 

they ever did before. 

> They know that Indiana has a fac- 
tory which makes ventriloquists’ 
dummies, a woman who raises crick- 

ets, a factory producing most of the 
nation’s upholstered church seats. 
They know that motor-freight firms 
pay in taxes about 22 times as much 
per truck as private car owners do. 

They know that 70° of all freight in 

and out of Indianapolis goes by truck, 

and that in 49° of Indiana towns 

there is no other form of transporta- 

tion for the state’s goods. 

In short, they know that the truck- 

ing industry makes a large and vital 

contribution to the economy of their 

state—which is just about what Jim 

Nicholas set out to prove. 44 

Hypo-Stereo Device Aids 

In 3-D Close-Up Shots 
Three - dimensional photographic 

closeups can now be made from 12 

to 3” from the lens with a Hypo- 

Stereo Attachment produced by the 
Kin-Dar Corp., South Milwaukee, 
Wis. 

Because the fixed separation of the 

two lenses in regular stereo cameras 
prohibits extreme closeups, the Kin- 

Dar Hypo-Stereo Attachment is 

made for use only with the Exacta 

VX camera. This camera was chosen 

because its reflex arrangement per- 

mits the image to be observed on a 

ground glass until the instant the 

shutter is snapped, thus simplifying 

the critical inspection of both the 

sharpness and centering of the image 

Kin-Dar expects its new device to 

find acceptance in the medical and 

dental fields, in visual education, 

science and industry and among 

amateur stereo enthusiasts with a 
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SILENT SALESMAN with 
SIZZLING SELLING SENTENCES 

MODEL 99C 

The only continuous advertising projector with 
a Money Back Guarantee to show brilliant Kodo- 
chrome pictures in your window during daytime. 
Show 12 beautiful Kodachrome slides with 10- 
word Sizzling Selling Sentences with each slide 
showing for six seconds. 

Powerful 750 watt, 200 hour lamp, Small, 
compact, easy to carry. 18” height, 14” width, 
14” depth. 8x12” screen size. Beautiful leather- 
ette covering in several color combinations. 

Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermit- 
tent showings. Customer pushes button, projector 
operates one cycle of 12 slides and shuts off, 
ready for next showing. 

Price 

$16500 
Preture R 

OCONOMOWOC, WISCONSIN 

for more details circle 629, page 121 

AR’s 

Hand-Picked for Buying Power 

21,000 Circulation is 

Nowhere else can you get such cover- 

age, so carefully tailored and so 

precisely directed to buyers of adver- 

tising services, materials, equipment, 

supplies. 

Get in AR! 

desire to do extreme closeup three- 
dimensional photography. 

Price of the Kin-Dar Hypo-Stereo 
Attachment is $197.50, which in- 
cludes two 12” focal length supple- 
mentary lenses and protective case. 

44 

‘Inside’ Phone Systems 

Dramatized in New Film 
To spotlight the use of private in- 

side dial telephone systems, Kellogg 
Switchboard & Supply Co. (Chicago) 
has sponsored a 20-minute film, “To 

Keep in Touch,” which tells the story 
of privately-owned, automatic inter- 
communications systems and shows 
how such systems meet the demands 
of modern business. 

The film, which was produced for 

Kellogg by Sara Inc. (New York), 
analyzes both outside and _ inside 
communication problems that face 
business, industrial and professional 
organizations and uses on-the-spot 
documentary scenes to show how 
communications problems may be 
solved. The film also shows a variety 
of communications systems ranging 

from small, six-station units through 
complex systems capable of han- 
dling thousands of inside business 

calls. 
Case histories of three selected 

users from diversified industries are 

presented in the film. Distribution 
of “To Keep in Touch” is being made 
through the Chicago offices of the 
Kellogg Switchboard & Supply Co., 
Special Products Division. 44 

Complete Line Shown 

In New Sample Case 
A sample case that makes it easy 

for a salesman to display a complete 
line of spices and vanilla to retailers 
has been introduced by Container 
Corp. of America. 

By means of an inner tray, slotted 
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How to Get Things Done! 
*% BOARDMASTER Visual Control Saves You 

Time, Money. 

Gives Graphic Picture of Your Operations at 
a Glance. 

Simple to Operate, Type or write on Cards, 
Snap in Grooves. 

Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 

Made of Metal. Compact and Attractive. 
Over 60,000 in Use 

$49.50 with cards 

24-page illustrated 

| FREE | BOOKLET No. R-400 
Senet Without Obligation 

Write Today for Your Copy 

GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 

. for more details circle 598, page 121 

Full price 

to hold cans and bottles firmly in 
place, the case enables the salesman 
to show the entire line at a glance 
instead of the old cumbersome way 
of producing samples haphazard 
from a conventional sample case. 

Customers, of course, can readily 
remove the samples for closer prod- 
uct examination. 

Without the inner packing the case 
can be used to hold 21 empty, labeled 
No. 303 cans, an aid to the salesman 
in emphasizing the benefits of stock- 
ing the entire line. 

In addition to a sturdy handle for 
easy carrying, the company name is 
prominently displayed on the front 
of the case. 44 

Calendar Computes Dates 

For Seven Year Period 

Do you know what the date and 

day will be 90 days from now? A 
leaflet available from the Blehart 
Co., Mount Vernon, N. Y., shows how 
the “Comput-A-Cal” calendar can 
answer this and thousands of ques- 

tions like it. 
A seven-year-in-one calendar, the 

“Comput-A-Cal” covers this year, 
last year and five future years—all 
on one 11x15” page—for a total of 84 

months. 

Designed for business and profes- 
sional people to aid in planning and 
scheduling advertising and merchan- 
dising, production and shipping, fi- 
nancing and collecting, etc. — the 

Comput-A-Cal answers in seconds 
questions like the following: 

e Deliveries are to be made in 24, 
35, 48 days—what are the dates? 

e An order is to be completed by 
Feb. 13—how many days do we have? 

e For advertising reasons, on what 

day did the 4th of July fall last year, 
and on what days will it fall in next 
four years? 

Available in quantities for good- 
will advertising, the calendar is 

printed in two colors on white stock 
paper with an enameled tin edging 
top and bottom. 

For your copy circle No. 515 on the 
Readers’ Service Card inside back cover. 



New Service Brings 

Meetings to Salesmen 
Busy executives faced with the 

problem of keeping regular contact 
with a far-flung network of branches 

or personnel are being offered a new 
service by Recorded Publications, 
Camden, N. J. 

Called “Recorded Sales Meetings,” 
the new service enables an executive 
to “bring the meeting to the sales- 
men” instead of vice versa, through 
the use of tape recorders and dupli- 
cators. 

First, the executive records on 
tape in his own home office the sales 
message, promotion idea, pep talk, 
etc., he wants sent to his offices all 

over the country. 
The tapes are then sent to Re- 

corded Publications Laboratories, 
where as many duplications as 
needed are swiftly prepared. Within 
24 hours, the duplicate tapes are in 
the mail. 

This streamlined operation has 
been worked out to make hundreds 
of tape copies in a few hours and 
to relieve customers of _ storage, 

maintenance and shipping details. 
The tapes are sent out in specially 

designed shipping boxes with return 
label enclosed in the package so the 
tape can be returned in the same 
box. The company keeps a “tape 
bank” for each of its customers, in- 
specting and erasing the tape and 

storing it for re-use. 

It is possible, according to a bro- 
chure by Recorded Publications, for 
a company to use “Recorded Sales 
Meetings” for as low as 75¢ per 
branch, per hour of recording time. 

Additional details are available. 

For your copy circle No. 516 on the 
Readers’ Service Card inside back cover 

Bring Product to Prospect, 

Says New Stereo Booklet 
For companies interested in the 

possibilities of 3-D color photographs 
in product presentation, a new book- 
let, “Stereo As A Sales Tool,” is 
available from Sawyer’s View-Mas- 
ter, Portland. 

Designed to give complete infor- 

mation on a system that enables a 

prospect to “tour” a plant while in 
his own easy chair, the booklet is 
divided into the following sections: 

e What is Stereo Selling? 

e How to Use View-Master Stereo 

to Sell 
e Does Stereo Really Sell? 
e What Does It Cost? 

Listing prices as low as $1.50 for 

The TS!-Duolite allows you to increase the field of use for 

your 16mm films because in the Duolite you get two methods of 

projection in one unit . . . and for the price of one unit. Now 

you can show films in rooms and locations where it formerly 

wasn't convenient or practical. What's more, in most cases 

the operation of the Duolite is easier and quicker and you 

get a more effective presentation. 

Desk Top Showing On Built-In Screen 
The Duolite permits you to show black and white or color movies 

on a large built-in screen without darkening the room. Films 

can be shown right on your desk top, in the plant, in hotel 

rooms and in conference rooms without setting up any extra 

equipment such as a screen, speaker, etc. This makes it ideal 

for in-plant training sessions, engineering departments, sales 

departments, advertising departments or wherever films are used. 

Two Projectors In One! 

Just flip a lever, insert another lens and the same projector 

can be used with large audiences for showing films on any 

standard external type screen. Both lenses are furnished with 

the projector. Changing them is simple. Pull . . 

is out. Push . . . and the other lens is in. 
. and the lens 

The Duolite is a top quality projector throughout. Sturdy 

construction stands hard knocks without damaging the unit. 

Service is hardly ever required. When it is, no special tools 

are needed. 

Check now on this most complete projector . . . available only 

from Technical Service, Inc. You'll find it to be the ideal 

projector for all of your uses and it's priced right too. 

wu SERVICE 
INC. 

TECHNICAL 

Here’s how to double their use! 

30865 FIVE MILE ROAD °* DEPT. K * LIVONIA, MICH. 

West Coast Office: 4357 Melrose Ave. * Hollywood 29, Calif. * Phone Normandie 5-662] 

Canadian Distr.: S. W. Caldwell, Ltd. ¢ 447 Jarvis St. « Toronto 5, Ont. 

Foreign Distr.: Westrex Corp. (formerly Western Electric Export) « 111 Eighth Ave., N.Y. 11,N.¥ 

a viewer, the booklet also has illus- 

trations and information on various 

View-Master accessories. 

For your copy circle No. 517 on the 
Readers’ Service Card inside back cover . for more details circle 653, page 121 
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finer conversion with transparent impressions 

Transparent Impressions are Reflected light is required for 

photographed with transmitted the photography of etch proofs on 
light...light which passes through enamel stock and results in loss 
the Impression. The camera of detail and clarity. Blacks 

pich sup every dot cle anly and become clogge d and whites are 

sharply and holds all the emphasized, while the grays 

tones in well defined separation. are lost almost entirely. 

Reproduction is extremely faithful. Reproduction is very contrasty. 

If vou have letterpress halftone plates of subjects which 

you would like to reproduce economically by photo offset, you will be 

interested in Monsen Transparent Impressions. These are precision proofs 

pulled from the original plates on clear acetate. 

Transparent Impressions are handled as “‘line shots’’ by the offset cameraman. 

He can enlarge or reduce them... and still hold minute detail and color values. 

Transparent Impressions open the way for low-cost production of attractive broadsides, 

catalogs and literature, by utilizing existing black-and-white or color plates. 

Expensive color separations, outlining, double printing and 

other additional costs are eliminated. 

MON Ss EN EN typographers 

MONSEN-CHICAGO 11, 22 East Illinois Street 

MONSEN-LOS ANGELES 15, 928 South Figueroa Street 

MONSEN-WASHINGTON 1, D.C., 509 F Street, N. W. 
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NEW Subscription Order Form 

Please enter immediately my subscription to 

Advertising Requirements 
for () 3 years (36 issues) at $6 

[] 1 year (12 issues) at $3 
[] Paymentenclosed [] Billmyfirm [] Bill me 

Name__ 

Pathetic ns 
["] Home, or 

a a 

es Bd a Ee has oa ae 

Nature of Business___ 

City___. 

Advertising Requirements - 200 &. itiincis st. + Chicago 11, i. 



FIRST CLASS 
Permit No. 95 

(Sec. 34.9, P. L. & R.) 

CHICAGO, ILLINOIS 

BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 

—POSTAGE WILL BE PAID BY— 

Advertising Requirements 

200 EAST ILLINOIS STREET 

CHICAGO 11, ILLINOIS 



the Saturday Evening 

DIOS RE ce 
December 7. 1935 

How a thorough face-lifting 

transformed a sometimes dull 

looking book into one of the 

clearest, cleanest and brightest 

consumer publications in the field. 

The GIs Who Fell for the Red- 

¢.% 

He Sparked 

a Revolution 

The Priest of Monte Carlie 
ir 

Contrasting pages show the ‘old 

and the ‘new.’ Note the white 

space, general open quality and 

light typefaces that characterize 

the SEP “new look.” 

By Allen Sommers 

AR Philadelphia Correspondent 

Again and again, Kenneth Stuart 

would come back to the point he em- 

phasized in the beginning: 

“We were thinking about the 

reader. Every change was made with 

the reader’s wishes constantly in 
mind.” 

The Saturday Evening Post art 

editor was reviewing the overhaul 

in makeup that has transformed the 

magazine from a heavy, black, some- 

times cluttered product into one of 

the cleanest, clearest, brightest per- 

iodicals on the market today. 

“We looked at everything,’ Mr 

Stuart said, “and we discarded a lot 

of old notions. Many of them were 

dictated by policy and some of them 

Layout & Typography «+ 73 



Troubie 

in the 

Philippines 

were so old that we don’t know 

where they came from. Our one aim 
in laying out the new book was to 
produce the most readable, the most 
attractive magazine possible.” 

> The new format was adopted along 
with a new policy of variable article 
lengths. In the past the Post has 

tended to publish almost all of its 
non-fiction in 4,000 to 5,000 words. 
It was felt that it has over-reported 
some subjects. The new policy works 
like this. Today, the Post will buy 
an article at 5,000 words; it will be 
cut to 3,500 and looked at again; 

another cut to 2,500 may be ordered; 
and even then it may be decided to 
reduce it still more. 
Some articles, it is felt, cannot be 
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The Doctor Who 

Sees Through You 

cut at all and keep the literary qual- 
ity and meaningfulness a Post ar- 

ticle has to have; some others can 
be cut a lot. In the future, it is esti- 
mated that three articles per issue 
would be in the 2,500 to 3,500 word 
range, the rest normal length. The 
space-savings thus earned are being 

passed along to the art department 
for more dramatic presentation. 

> Mr. Stuart said hundreds of sample 
layouts using changes in design and 

several different typefaces were 
tested and discarded. 

In the text type, Century School- 

book, 8% point on 10-point body, 
was discarded. A lighter Baskerville 
replaces it. In the front of the book, 
the type is 10%4-point on 11-point 

body, and in the back it is 9-point 

on 912-point body. The effect is to 

give a much cleaner, whiter appear- 

ance to the entire book. 

To date, very few readers have 

objected to the transition from the 
front to the small type in the back 

of the book. Though it is smaller 

than that used in the front, it still 
is larger, for instance, than hanger 

page type used in many mass maga- 
zines. It is, of course, larger than 

the usual newspaper text type of 
7-on-7 or 8-on-8. Two special na- 
tionwide reader surveys are under 

way. They are being watched closely 
to determine whether there is a drop 
in “read-all” figures—that is, whether 
there’s a decline in the number who 



Good typography 

is just as essential 

as good copy or 

good layout and art 

in conveying the 

selling idea or creating 

the right impression 

in an advertisement. 

For further information contact the 

member nearest you or 

Advertising Typographers Association 

of America, Inc. 

Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY + Glenn C. Compton, Executive Secretary 

for more details circle 558, page 121 

Advertising Typographers 

Association 

of America, Inc. 

AKRON, O. 
The Akron Typesetting Co. 

ALBANY, N. Y. 

Composition Corporation 

ATLANTA, GA. 

Higgins-McArthur Company 

BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS. 
The Berkeley Press 
Machine Composition Co. 
H. G. McMeanamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 

CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 

CINCINNATI, O. 
The J. W. Ford Company 

CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 

COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 

DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 

DAYTON, O. 
Dayton Typographic Service 

DENVER, COLO. 
The A. B. Hirschfeld Press 

DETROIT, MICH. 
Arnold-Powers, Inc. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 

INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 

KALAMAZOO, MICH. 

Claire J. Mahoney 

MILWAUKEE, WIS. 

Arrow Press 

MINNEAPOLIS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Adas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composiuon Service, Inc. 
Diamant Typographic Service, Inc 
A. T. Edwards Typography, Inc 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Cory 
Lino-Craft Typographers, Inc. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 
William Patrick Co., Inc. 

PHILADELPHIA, PA 

Walter T. Armstrong, Inc 
Alfred J. Jordan, Inc. 
Progressive Composition Cx 
Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey Typographer 

ST. LOUIS, MO. 
Warwick Typographers, Inc. 

SEATTLE, WASH. 
The Deers Press 
Frank McCaffrey's 

SYRACUSE, N. Y. 
Syracuse Typesetting Co., Inc 

TORONTO, CANADA 
Cooper & Beatty Limited 
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Ho it yourself with 

. -. the only paper type 
mounted on a wooden stick 
for easy use. 
SET EVERYTHING 

Anyone can set headlines and body 
text for ads, printed pieces of all 
kinds. 

QUICKER, EASIER 
Aligns automatically to straight 
edge, spaces by eye, no spacing be- 
tween characters necessary. 

COSTS LESS 
Each stick contains up to 62 differ- 
ent characters in pads of 50 each— 
3000 characters in all. 

COMPLETE FONTS 
$2.25 to $11.25 

J WRITE FOR 
CATALOG Showing 

300 Type Faces 

PRESTO PROCESS CO. gochestes NY. 

-DOG DAYS?-; [ 
| 
| 
| 
| Every adman knows what they 

| are—the times when all the 
| 
| new production, promotion, and 

| merchandising ideas seem a 

little tired. While ADVERTISING 

| REQUIREMENTS isn't the pan- 

acea for all advertising ills, 

this much is sure: there'll be 

| fewer dog days and positively 

no tired ideas if you read AR 

regularly! To keep well in- 

| formed, subscribe now without 

delay. Your monthly copy will 

l be delivered to either your 

| home or office address, which- 

| 
| 
| 
| 
| 

ever you prefer. 

BADVERTISING 

REQUIREMENTS | 
| 

200 E. ILLINOIS ST. * CHICAGO 11, ILL. 

| 
| 
i. 
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once they have started an article go 
on to finish it. 

> Wider margins throughout provide 
another method of making the book 
appear less crowded, and therefore, 
easier to read. The old and new mar- 
gins are: bottom, was 7%”, now 114”; 
outside was 7%”, now 14%”; top, was 
7%”, now 1 1/16”. The 54” gutter was 
retained. 

More white space also was gained 
by the elimination of photo and il- 
lustration credits—a move that also 
eliminated an annoying interference 
for the reader’s fast-moving eye. An 
acknowledgment column runs in the 

front of the magazine. In addition, 
Mr. Stuart said he is urging illustra- 

tors to sign their work legibly, such 

as the cover artists do. He pointed 
out that no credit line is carried on 
the cover, the magazine’s principal 

piece of art. And, too, the policy is 
flexible, and is in a continuing proc- 
ess of change, Mr. Stuart emphasized. 

The new “Face of America” feature, 
for instance, is a double-page photo 

spread, and the photographer is 
credited just as the author of a story 

might be. 

Mr. Stuart also gained white space 

between editorial columns and ad- 
vertisements. The judicious use of 
initials where a full column of type 
presented a monotonous gray, was 
another way of opening up the page. 
Cartoons, when they appear on a 
page with column rules, 
open instead of boxed. 

are now 

> But more than just brightness has 
been added. Both variety and in- 
terest are other qualities that have 
been achieved by the redesign. 

Take the head type for example. 
That for articles depends on the 
subject matter. A bold, black face 
is used on action articles, while more 
graceful type is used on such articles 

as a profile on Christian Dior or 
“How They Eat on the Peninsula.” 
One of the most widely-used article 
types is an ATF Baskerville based 
on a Fry design. Others being used, 

depending on the subject matter, are 
Futuras, and wide gothics. More 

hand-lettered heads are appearing 
with fiction stories. 

Much greater freedom is being 

employed in the layouts. For in- 

stance, Mr. Stuart said, research sur- 
veys repeatedly have shown that the 
best way to link a caption to a pic- 
ture was either on the picture itself 
or right below it. For years the Post 

had followed a standard practice of 
putting all captions beneath the pic- 
ture. In the new Post the policy has 
been broadened. Captions are placed 
where they look best, provided there 
can be no mistaking the picture they 
are intended to identify. They for- 

oe 
Post Scripts 

Feature Page Changes . . . More white 

space, larger cartoons, wider margins and 

upper left placement of title all make for 

easier reading as compared to old ‘‘Post 

Scripts’’ (below). 

merly were set in 10 point Bodoni 
Bold and are now 9-point Basker- 
ville. 

>Another rule that went out the 
window was the uniform size of the 
by-lines. Heretofore, Mr. Stuart said, 
they were all set in the 18-point 
Bodoni Italic, regardless of how the 
page looked from a makeup stand- 
point, on the theory that one author 
might resent having his name in 
smaller type than another. Today’s 
Post carries by-lines in the size and 
style of type that fits best with the 
rest of the layout. 
“We changed every department in 

the book,” Mr. Stuart said, “including 

the contents page, letters, editorials, 
Post Scripts and Keeping Posted. We 
think it all looks good—but more im- 
portant, our readers like it. And 
they are the people we want to 

please.” 44 
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Handy Box Catalog Lists 

Baltotype Type Faces 
A 78-page box catalog showing a 

complete family of typefaces and 
handy boxes is available from Balto- 
type, Baltimore. 

The catalog also includes decora- 
tive material, piece and strip bor- 
ders, swash characters, initials, color 
spots and numerous other composing 

room necessities. 

Complete price lists are listed for 
the decorative material, initials, 

handy boxes, emblems and seals. 
In addition to furnishing informa- 

tion on composing room necessities, 

information on Baltotype’s sorts 
service for every typeface is in- 

cluded in the catalog. 

For your copy circle No. 518 on the 
Readers’ Service Card inside back cover 

Speedy Development . “‘Smart-Step- 

pers’ illustrate Colitho’s new one-step 

sensitized metal offset plates. 

New Metal Plates Slash 

Developing Time in Half 
Information on a new “one-step” 

sensitized metal offset plate is avail- 
able from the Colitho Division, Co- 
lumbia Ribbon & Carbon Mfg. Co. 

Inc., New York. 
Designed to eliminate the compli- 

cated and time consuming two and 

three-step developing operation of 

ordinary plates, the Colitho negative 
sensitized metal plate makes it pos- 
sible for the operator to slash de- 
veloping time in half, according to 

the company. 
The developed image produced is 

black for easier and quicker check- 

ing, the company says, and _ half- 

tones reproduced with the plates are 

reported to maintain their high qual- 
ity throughout the run. 

Additional information and prices 
are available. 

For your copy circle No. 519 on the 
Readers’ Service Card inside back cover 

power packed 

VUVUU 

FORTUNE 
EXTRA BOLD 

What automatic transmissions did for the auto- 

mobile, FORTUNE Extra Bold is doing for type. The 

broad but graceful serifs give a visual flow of power, 

attracting the reader with strength and distinctive- 

ness.The modern desire for low, long, powerful lines 

is fulfilled when you specify FORTUNE Extra Bold. 

Also available in Light and Bold. For complete specimens call 

your nearest Bauer Type dealer or write on your letterhead to 

BAUER ALPHABETS, INC. 
235 EAST 45TH STREET « NEW YORK 17, N.Y. 

Set in Fortune and Venus Extended VAnderbilt 6-1263 

. for more details circle 561, 

J. M. BUNDSCHO, INC., Advertising Typographers 

180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Here’s why 

ATLANTI 
of all genuinely 

watermarked bonds 

Ist BECAUSE... Atlantic Bond 
is the only paper which shows the substance 
weight as part of its genuine watermark! 

Ist BECAUSE... Atlantic Bond is made better! 
It looks so much whiter, brighter. It snaps 

and crackles...feels so good to the touch! 

Ist BECAUSE... Atlantic Bond, “The Printers’ 
Paper,” assures you better impressions...sharper, 
clearer halftones...a constant affinity for ink! 

Ist BECAUSE... Atlantic Bond is 
moisture controlled for dimensional stability — 

which assures accurate register on every run! 

Find out for yourself why Atlantic Bond 

is America’s best selling genuinely watermarked 

+1 Sulphite! Ask your Atlantic Merchant 

for a free sample packet. 

EASTERN 

EXCELLENCE IN FINE PAPERS 

Cm Ty 
— eM aa aj 

Atlantic Papers | tice 
COM ea ited) 

a ym) 

eat ee ee ee ee ee 
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Effective Presentation 

Dress Up Your 

Sales Presentations 

Your proposal document can be another able 

salesman—if you use an appropriate paper, give it 

the personal touch, tailor it for the prospect and 

make it easy for him to read and understand. 

Here are tips and case histories to help you 

prepare a result-getting sales presentation. 

Large brochure uses a transparent 

plastic cover, plastic binding and imprinted text on preprinted 

stock sheets. Text is set in Varitype and tailored to individual 

needs. Covers are imprinted individually 

By Leo G. Sands 

Industrial Marketing Consultant 

Santa Barbara, Cal. 

A good sales proposal can be one 

of the most effective sales closers, 
the silent salesman who closes the 
deal. The written proposal can get 
into the ivory tower, behind those 
closed doors when the man or men 
can sit quietly and review what is 

being offered. 

After weeks or months of effort by 
salesmen and executives in building 

up a big sale, too often the whole 

campaign is climaxed by a shoddy 
looking and poorly prepared pro- 
posal—the document which sums up 
the whole sales pitch. Much which 

has been said out loud is forgotten, 
misconstrued or discounted as sales 

campaign oratory. However, the 

written word is there ready to be 

looked at again and again. 

Some companies selling capital 

goods to industry recognize the im- 

portance of the proposal as a mighty 

powerful and important sales tool. 

RCA, for example, does something 

about it. A special section of the 
advertising department, under the 

guidance of E. C. Bill, in collabora- 

tion with the various marketing de- 

partments, creates and turns out 

sales proposals which reflect the dig- 

nity and magnitude of the firm. 

> To get a new idea across to the 

board of directors of a leading rail- 
road, a brochure was prepared spe- 

cifically for this particular prospect. 
Since copies were to be placed in the 
hands of all directors and several 
officers, good judgment dictated that 

the document tell the story quickly, 
accurately and above all, impres- 

sively. 
The objective was to sell policy- 

making management on the wisdom 

of giving serious consideration to 

a new, highly technical electronic 
communications system. An imme- 

diate order was not anticipated. In- 
stead, the proposal was to do a long 
term selling job. The eventual stake 
was in the millions. 

The story, if told in technical terms 
to engineers, would be very convinc- 
ing. The facts made it apparent that 

the proposed system was soundly 

designed and possibly unequalled. 
However, you can’t talk in technical 
terms to bankers and business man- 
agement executives. The facts had to 

be translated into terms understand- 
able to the prospective audience, a 

fairly difficult feat. 

> The brochure contained 34 pages, 
10x14”, thirteen of which were espe- 
cially printed carrying a story per- 

sonalized to this particular railroad. 

The remaining pages were from one 
of the company’s previously pub- 

lished sales brochures used for gen- 

eral distribution. The front cover was 
illustrated by a color reproduction 
of one of the prospect’s own trains. 
Transparent plastic front and back 
covers were added and the entire 
brochure was bound together with 

a plastic binding. The name of each 
individual who was to receive a copy 
was embossed on the plastic cover. 

The brochure told its story well 

and undoubtedly made an indelible 
impression on the prospect. The cost, 
however, was far less than one would 
estimate at first glance. The color 

cover was silk screened. The text of 

the 13 personalized pages was offset 

printed on blank forms with color 

artwork background. This made it 

possible to use the same format for 

future sales proposals, without hav- 

ing to print the second color again. 

The copy for the personalized 
pages was set with a Varityper. The 

good layout and color artwork gave 

the effect that set type had been used. 
Thus the stage was set for using the 

same format for future proposals at 
very low cost for subsequent produc- 

tion. 

> Another sales proposal, this one 
soliciting an immediate sale, utilized 
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genuine leather covers with spiral 
steel binding and offset printed text 

using varitype for setting copy. Sev- 
eral line drawings, also reproduced 

by offset, were used. To give a per- 
sonal touch, an enlarged map of the 
prospect railroad was reproduced 
from one of its timetables. 

Other proposals used much the 
same format except with bristol 
board covers and plastic binding. 
The covers were printed bearing the 
prospect’s name, title of the proposal 
and the seller’s logotype. Copies 
going to top officers and other key 
men were imprinted with individual 

names. Here again, to make the de- 
sired impression, personalizing was 
used. The cost of especially printed 
covers was under $20 or only a frac- 

tion of the cost of a personal visit to 
the prospect’s offices. 

The appearance and the personal 

touch are important. So is what goes 
inside. Too many proposals go on 
and on, citing technical features and 
meaningless gibberish. The contents, 

the stuff the prospect reads, must be 
well. organized and well said. The 

text should be clearly written, using 
as few words as possible to get the 

story across. 

>It is not necessary to go on for 
pages, raving about the seller’s his- 
tory and ability to deliver the goods. 

This must be told but it can be told 
simply. If the proposal itself is hand- 
some, the prospect will be impressed 
that the seller really wants his busi- 
ness. 

The proposal should be broken 
down into sections which can be 
read separately without losing the 
gist of the story. The basic sections 
of a comprehensive proposal should 
include: 
e Title page 

Table of contents 
Foreword 
Synopsis 

Description 

Summary 

Addendum 
Eyebrows may be arched after 

looking at the above list. Something 
seems to be missing. What about 
prices? They do not belong inside 
the proposal. They belong in a sepa- 
rate letter of transmittal. For two 
good reasons: 

1. Never talk price until you have 
sold both “need” and “features.” 
2. The proposal may be widely cir- 
culated among prospect’s personnel 
to gain various opinions. If price is 

mentioned, management may be re- 

luctant to let others see the proposal. 
Furthermore, competitors might 

get to see a copy of the proposal and 
there is no need to let competitors 
know your prices. 

>To make a good looking proposal, 
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at low cost, use an electric type- 
writer, justifying the right hand mar- 
gin. By typing the copy on 11x14” 
paper in one or two colums, with 
both margins even, and then reduc- 
ing the page photographically to 
814x11” you will gain the effect of 
set type. Although modern face elec- 
tric typing is beautiful full size, it is 
easily recognized as being done with 
a typewriter. Reduced photographi- 
cally, it is hard to detect from real 
printing. Depending upon the num- 
ber of copies required, the pages of 
the proposal may be planographed 
or photostatic copies. 

The title page should include the 
name of the proposal, the company 
for which it is intended, who is sub- 
mitting it and the date. The table of 
contents page should list each sec- 
tion and the number of the first page 
of each section. Tabs or title pages 
may be used before each section to 
make it easy to find the desired sec- 
tion. 

The foreword should state the pur- 
pose of the proposal. The synopsis 
is a condensation of the entire pro- 
posal. This is the section intended 
for top management, who want only 
the basic facts. 

>The description section may be 
quite long, depending upon the com- 
plexity of what is being offered for 
sale. This is the part giving the de- 
tails and is intended for the eyes of 
engineers, purchasing agents or the 
man who is to have the direct re- 
sponsibility of making use of what 
you are selling. 

In the summary, the basic facts are 
restated so that a full grasp of your 
story is available in capsule form. 
Here too, a pitch on why your com- 
pany is best qualified to produce the 
goods or render the services is in 

order. 

The addendum contains the charts, 

drawings, specifications, catalog 
sheets, facilities data and other in- 
formation to be used for reference. 
If photographs are used, get them 
blown up to 81x11” and don’t stick 

PRESENTATIONS 
Paper Makes the Difference 
There is probably no case where the selection of paper can play 

such a vital role as in the preparation of special presentations. 

In such cases, the cost of the finest possible paper will represent 

only a very small percentage—frequently less than 1%—of the 

total cost. The obvious solution is to select a highly distinctive 

paper for such jobs... 

tion as “something special.’ It is important, however, to check in 

advance where special papers are available in limited quantities. 

Since this can be a time-consuming job if left to the last minute, 

building a special file on the subject—complete with actual sam- 

ples—can prove to be a valuable aid. 

one that will instantly brand the presenta- 

8x10” pictures inside glassine loose 

leaf covers. 
When you turn in a proposal with 

personally printed covers, even if 
colored cardboard, but plastic or 
steel spiral bound (don’t use loose- 
leaf notebooks or 15¢ proposal cov- 
ers) and with the story neatly printed 
in an organized manner, you are 
sending in another able salesman. 
You will have a strong psychologi- 
cal advantage over your competitor 
who submits a hectographed pro- 
posal inside a dime store report cover 
with a title pasted on the front cover. 

44 

Color Can Help Sales, 

Says Whiteford Paper 
Can the use of color in paper in- 

fluence sales? A series of “Color Let- 
ters” on this subject is available from 
Whiteford Paper Co. Inc., New York. 

Emphasizing the idea that effective 
beauty in paper can help establish 
the personality of a product or com- 
pany, Whiteford offers two kinds of 
color with two different grades of its 

paper. 
Impulse Bond and Card Stock was 

designed, says the company, to ap- 

peal to a basically emotional re- 
sponse, while Influence Bond appeals 

to the reasoning faculties. 

According to one of the “Color 

Letters,” one magazine increased its 

pull 50% by using colored paper 

rather than white. Price lists are 

also included. 

For your copy circle No. 502 on the 
Readers’ Service Card inside back cover. 

Self-Adhesive Labels 

Described in Avery Kit 
Complete details and specifications 

for Fasson self-adhesive papers, foils 
and films is included in a kit labeled, 
“Information about Fasson” and 
available from Avery Paper Co., 
Painesville, O. 

Fasson papers are processed on 
one side with a pressure-sensitive 



Introducing... 

JAVELIN 
Voated Offset 

Another coated offset by Champion, manufacturers of 

Wedgwood Coated and Templar Coated Offset 

With the addition of Javelin Coated Offset, Champion now offers a com- 

plete line of coated papers made especially for offset lithography. For a 
multi-purpose utility sheet, the new Javelin Coated Offset is outstanding 
in value and economy —consistent in quality and performance. 

\ Templar Coated Offset has exceptional blue-white brightness and smooth 
/ surface .. . a perfect background for brilliant reproductions of rich con- 

(WY te trasts and sharp detail. 

5 And of course, for truly distinctive offset lithography, Wedgwood 
A Coated Offset is the standard of the industry. Its unusually bright color 

‘< and smooth surface provide an excellent basis for reproductions of match- 
less beauty, vibrancy and depth. 

Whatever your paper needs, you'll find precisely the right grade for the 
' asia job in Champion’s wide range of quality coated offset papers. For samples 

“SQARNPIOS » PAPERS —. of all three grades write: 
S PZ) ; 

> 

ADVERTISING DEPARTMENT 

= /\\ y)) rHE CHAMPION PAPER AND FIBRE COMPAT 
mH | a \ 

Y JZXN\ HAMILTON, OHIO 

District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every m 

. for more details circle 566, page 121 January 1956 + ar « 8l 



FIT INTO ANY GIVE AWAY OR PREMIUM 
—» PROGRAM 

Whether it’s a large budget or small purse, 
you'll find an Eagle Balloon, Balloon Pack- 
age or Ball to make your advertising or 
sales promotion a success. Write for full 
details, prices and samples. - 

. for more details circle 582, page 121 

NEVER BEFORE POSSIBLE! 

INDIVIDUAL WATERMARKED PAPER 
At Less Than 24¢ Per Sheet 

In 1M Quantities! Larger Quantities 
As Low As 12¢ Per Sheet Per M! 

Ics Different! Its Impressive! It’s Distinctive! 

\ “must” for every agencyman, ad manager. artist, promotion man 
AND FOR EVERY BUSINESS! There is no greater prestige than 
your own private watermark on letterheads, personal stationery, 
business forms and other important papers. 

With our exclusive process, we can watermark any name. 
® ' 

design or trade mark .. . at cost! unbelievable low 

e No expensive artwork or plates 

e No charge for dies or dandy rolls 

e Watermarking can be done either before or after the 
paper has been printed. 

Sample sheets on request. Send us your art copy and the name of 
your printer and we will prepare watermarked samples for you. 
No cost or obligation. We can watermark on your paper or supply 
you with paper at standard prices. 

Service Available Through Franchised Printers 

Contact your printer direct for watermarking service. Or write 
to us if your printer has not yet received his franchise. 

GUARANTY PAPER CORP. 
Terminal Tower . MAin 1-2365 * Cleveland 13, Ohio 

. for more details circle 600, page 121 
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adhesive, and protected by a special 
backing paper, which remains in 
place during handling, printing, cut- 

ting, etc., until the resultant label 
or sign is to be used. 

The labels adhere easily to glass, 
metal, porcelain, plastics, wood, 
paper or any other smooth surface. 

Two types are available, Fasson R 
100, which can be easily removed 
without injury to the labeled surface, 
and Fasson S 200, which adheres 
tighter and tighter with time and is 

difficult to remove without destroy- 
ing the label. 

The kit includes information on 
profitable uses of Fasson; prices on 
special orders, standard and non- 
standard width sheets; layout sheets 
for bumper strips and bumper strip 
price lists; swatches of Fasson, in- 
cluding gold and silver foil, trans- 
parent and radiant stocks, and a 
series of bulletins describing special 
uses of Fasson, such as for templates, 
personal phone directories, etc., 
which include complete product in- 
formation for the type of job wanted. 

For your copy circle No. 526 on the 
Readers’ Service Card inside back cover 

Brochure Shows Samples 

Of Winning Letterheads 
Samples of the six winning entries 

in the letterhead division of the An- 
nual Lithographic Awards competi- 
tion— sponsored by the Lithogra- 
phers’ National Association —are 
available in a brochure offered by 
Gilbert Paper Co., Menasha, Wis. 

The contest, which is national in 
scope, attracted entries from lithog- 
raphers all over the country. 

The brochure contains actual sam- 
ples of the winning letterheads on 

Gilbert bond. 

For your copy circle No. 527 on the 
Readers’ Service Card inside back cover 

Foil Labels Adopted 

For Canned Products 
The appeal of foil has been effec- 

tively utilized in new labels for Sil- 
ver Skillet Brands Inc. (Skokie, IIl.) 

canned products. Introducing foil as 
a label for canned products, the Sil- 

ver Skillet label combines color 
printing and shiny foil. 

Designed and produced by Mil- 
print Inc. (Milwaukee), the roll-on 
can label features an appetite-ap- 
pealing, rotogravure-printed picture 
showing the can’s contents—in this 

case egg noodles and beef—in a shiny 

silver skillet. A realistic effect is 
achieved by leaving the skillet itself 
unprinted, permitting the silver-col- 
ored foil to show through. The front 
of the label has a printed yellow 



Have you checked this 
important selling tool 
for 56... YOUR 

SELLING LITERATURE? 
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THE SATURDAY EVENING POST 
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background with silver-outlined, 

royal-blue letters, giving brand 

name and listing other Silver Skillet 

products. 44 

Letter-Envelope Combo 

Called “Kollect-Velope” 
A mailing innovation with the 

message printed right inside the en- 
velope has been developed by the 
Wolf Detroit Envelope Co., Detroit. 

Called the “Kollect-Velope,” the 
“letter-envelope” combination was 
originally developed for collection 

letters or time-payment reminders. 

However, Wolf Envelope Co. says 
it can also be made with any desired 
advertising message. 

It is sent to the consumer folded, 
sealed and “ready to go,” needing 
only the address and a stamp, and 
can be sent either first or third class 
mail. 

Samples and additional details on 
the Kollect-Velope are available. 

For your copy circle No. 528 on the 
Readers’ Service Card inside back cover 

Specimen Folder Shows 

New Woodbine Colors 
Thirteen samples of Woodbine Col- 

ored Enamel are shown in a new 

specimen folder released by The Ap- ae of 
pleton Coated Paper Co., Appleton, a 
Wis. Made on a folding base for both 

letterpress and offset printing, the 
colored stock is available in a variety 
of different sizes and weights. 

Most of the colors featured in the 
Woodbine folder are variations of 
standard colors, the result of special 
color research done for Appleton by 
Faber Birren (see “Color in Adver- 

tising,’ Nov. 54 AR). 

Colors sampled are india, rose, 
lime, blue, canary, green, ivory, 
fawn, tan, goldenrod, turquoise, or- 
ange and emerald. 

*s Profit m Friendly 
Talk 

For your copy circle No. 529 on the 
Readers’ Service Card inside back cover 
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Oxford Paper Introduces 

New Stock for Offset 
Three new coated offset papers 

have been introduced by Oxford Pa- 
per Co., New York. All three feature 
a bright, level, polished surface 
which promises outstanding press 
results in either black and white or 
full color reproduction according to 
the company. 

The three new papers include: 
e Planoflex . . . a moderately-priced, 
offset sheet with printing qualities 
comparable to higher priced offset 
enamels. Coated on both sides, it has 
been designed to provide the best 

balance between strength, dimen- 
sional stability and opacity, and is 
designed for high speed production 
under normal press conditions. Plan- 
oflex may also be varnished and is 
suitable for letterpress gloss ink 
printing. 

e Swift River . . . the companion 
sheet to Planoflex in the low-priced 
field. Coated on both sides, it has 
strength with dimensional stability 
and opacity and will also take gloss 
inks and varnish. 

e Uniflex .. . is coated on only one 
side and is suitable for gloss inks 

and varnish and also may be used 
for letterpress printing. 

The Oxford Co. recommends Plan- 

i 
ad 

The ONLY concern in the United 

States SPECIALIZING in the manu- 

facture of rag fiber ONION SKIN 

and MANIFOLD papers. 

Their use greatly reduces TYPING, MAILING and FIL- 

ING expenses in connection with THIN LETTERHEADS, 

COPIES, RECORDS, 

LITERATURE. 

FORMS and ADVERTISING 

| thy Witanedad Thin P apers 

Vv FIDELITY ONION SKIN 
CLEARCOPY ONION SKIN 

~ SUPERIOR MANIFOLD 
Samples 

Send 

ESLEECK MANUFACTURING CO., Turners Falls, Mass. 
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oflex and Swift River for use in 
books, booklets, broadsides, folders, 
magazines, etc. Uniflex is particu- 

larly good for labels, package wraps 
and display mountings, the company 
says. 

Plain and printed samples of the 
three new papers are available. 

For your copy circle No. 530 on the 
Readers’ Service Card inside back cover. 

Folder Lists Advantages 

Of Trufect Coated Paper 
A color folder giving information 

on Trufect coated paper is available 
from Kimberly-Clark Corp., Nee- 
nah, Wis. 

Using color illustrations to dem- 
onstrate the quality of Trufect, the 
company says these illustrations 
were run in a commercial shop 
under ordinary conditions. 

In addition to complete press data 
on Trufect, the folder also lists the 
complete line of coated papers for 
lithography and letterpress. 

For your copy circle No. 531 on the 
Readers’ Service Card inside back cover. 

Reply Cards Mimeographed 

With New Stencil Form 
Business reply cards can be mime- 

ographed simply and economically 
through the use of a new stencil form 

designed for that purpose, according 
to A. B. Dick Co., Chicago. 

Since the usual form of a reply 
card is already impressed on the 
stencil, the company says all the 
user need do is type in the permit 

number and letter in the return ad- 
dress. 

The stencil can be used with all 
makes of suitable stencil duplicat- 
ing products and is accompanied by 

complete instructions. It comes pack- 
aged in a glassine envelope. 

According to A. B. Dick, mime- 

ographed reply cards are approved 
by the United States Post Office De- 
partment, although the user must 
obtain a permit as is the case with 
any business reply card. There is no 
charge for the permit. 44 

Newsy Copy, Layout 

Enliven Financial Ad 
By-passing the usual rows of facts 

and figures, pie-charts and graphs, 
General Electric Co. (Schenectady, 
N. Y.) gave a fresh look to an ad 
about its 1954 annual report. 
Headed “General Electric’s Annual 

Report: Five Promising Develop- 
ments of 1954,” the ad featured five 
major areas of the report—atomic 
reactors, jet engines, automation, 

transistors and number of share 



owners. Each area was treated in a 
newspaper-like box with a lively 
head, illustration and newsy copy. 

The box about transistors, for ex- 
ample, was headed, “Mass Produc- 

tion of Transistors.” Then came a 
line drawing of two tiny transistors 
being clasped by a thumb and fore- 
finger. Copy read, “General Elec- 
tric’s Electronics Division is now 
applying new techniques for mass- 
producing transistors. This is one of 
the outstanding examples of progress 
in research and advanced develop- 
ment described in the Annual Re- 
port, Pages 7 to 10.” 

Similar treatment was used in the 
other four boxes in the ad, which 
ran in financial papers. GE’s agency 

is Batten, Barton, Durstine & Os- 

born (New York). 
Readers were invited to write in 

for copies of the report. 44 

Norge Invites the Ladies 

To Distributors’ Briefing 
Not only the distributors, but also 

their ladies were invited to attend 

Norge’s recent briefing session for 
Buffalo, N. Y., new distributors. 

Twelve wives accompanied their 

husbands to all the business sessions, 

as well as “on the town” excursions. 

According to Norge, the ladies 

were invited because “in the appli- 
ance business the woman next door 

is the greatest salesman, and there- 

fore we wanted the wives as well as 

the husbands to know the Norge 

Prominent Users of Strathmore Letterhead Papers: No. 120 of a Series 

These are the symbols of 
some of the world’s finest 

spirits ...imported by 
Schieffelin fromFrance, Scotland, 

Italy, Jamaica and Puerto Rico. 

Khiofelin Co 

Importers 

50 Coapor Sguare 
Aer ork 2NY 

Symbols of Quality! 

One of the more important symbols representa- 

tive of the high standards of Schieffelin & Co. is its letterhead on 

Strathmore paper. If you are looking for a letterhead that is sym- 

bolic of the character of your firm, ask your supplier to show you 

how expressive your letterhead looks on Strathmore. Let the fine ap- 

product, merchandising and — pearance and quality of Strathmore Letterhead Papers strengthen 
tising story. 

the impression your correspondence makes. 

Schieffelin & Co. brings spirits of quality to connois- 

seurs through its Import Division, the sole purveyor in this coun- 

try of Hennessy Cognac, Teacher’s Highland Cream Scotch Whisky, 

Chartreuse Liqueur, Moet & Chandon Champagne, Don Q Rum, 

Dagger Jamaica Rum and Cora Vermouth. Famous throughout 

the world, these respected brands echo the Schieffelin trademark 

—Quality, Integrity, Service. 

STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT 

THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND, STRATHMORE WRITING 

STRATHMORE BOND. ENVELOPES TO MATCH ONVERTED BY OLD COLONY ENVELOPE C¢ 

STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN TRATHMORE BON 

ONION SKIN. STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER 

STRATHMORE 
Makers of Fine Papers 

“Burgiecopter”’ . .. Whirling blades span- 

ning 10’ from tip to tip dramatically ani- 

mate this 10’ high display designed and 

manufactured by Display Mart (San Fran- 

cisco) for Burgermeister Beer. The ‘’Bur- 

giecopter’’ is mounted on a single tele- 

scopic pole to insure maximum height 

and display using a minimum of floor 

space. The displays are brilliantly printed 

in red, white and blue by screen process 

on cardboard. 

STRATHMORE PAPER COMPANY. WEST SPRINGFIELD. MASSACHUSETTS 
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By H. D. Dols 

Merchandising Manager 

Hiram Walker Inc 

Detroit 

During the past few weeks, when 
customers walked into their favorite 
liquor package stores to make holi- 
day liquor purchases, they saw some- 
thing entirely new and different in 
gift packaging—not only for the 

liquor industry, but for all types of 
products. Last October 1, after al- 
most three years of research, Hiram 
Walker introduced its “Walker Lux- 
ury Wraps,” and thereby automati- 
cally put every liquor retailer in the 

holiday gift business. A tremendous 
“inside the store” display and mer- 
chandising program told customers 
that now not only could they save 
time and money in making liquor 
purchases, but they also could walk 
out of the store in a matter of min- 
utes with Luxury-Wrapped liquor 
gifts which contained no advertising 

whatsoever, and which they only had 
to sign before giving. 

Behind this “revolution in gift 

packaging” was a tremendous 

amount of engineering (and as one 

machine supplier put it, “imagineer- 

ing”) and a multi-million dollar ex- 

penditure for machinery and trade 
and consumer advertising—all based 
on Hiram Walker’s conviction that 
distillers and their retailers had 
lagged far behind other industries 

in properly merchandising and pack- 
aging their products to secure a 

greater share of the consumer’s holi- 

day gift dollar. 

86 + Packaging & Labeling 

A pre-wrapped Christmas package 

—containing no advertising— 

put liquor retailers into the 

holiday gift business. Here’s the 

complete story behind . . . 

WALKER 

It is generally agreed that liquor 

is a traditional holiday gift item. 
However, studies proved that liquor 
was seldom merchandised as a gift 

item and that most retailers were 

content to just accept what gift busi- 
ness came to them in the normal 
business way and in the last few days 
before Christmas. 

>There were some very good rea- 
sons why liquor retailers had hesi- 
tated to set themselves up in the gift 
business. If they invited customers 
into their stores for gift buying, they 
were immediately confronted with 
the problem of gift wrapping. It was 
costly, time consuming, and custom- 
ers objected to paying extra for gift- 
wrapping service. 

The only liquor retailers who were 
successfully and profitably in the 
liquor gift business were those who 
operated so-called “specialty” out- 
lets. The very small and very large 
outlets believed that getting into the 
gift business was an impossibility for 
them. Their problems involved not 
only time and money, but also exist- 
ing packaging. 

The liquor industry is compara- 
tively new, and in the years imme- 
diately following Repeal, customers’ 
purchases were placed in ordinary 
brown paper bags, no matter whether 
the bottle of liquor was intended for 
home consumption or as a gift. When 
competition got keener and the in- 
dustry became aware of the holiday 
gift potential, printed holiday car- 
tons made their appearance. How- 
ever, as more and more distillers be- 

Look, No Advertising! President 

Ross Corbitt shows luxury wraps 

gan packaging their brands in 

cartons for the holiday season, the 
cartons became more and more of a 
distillers’ advertising medium. Pic- 
tures of the bottle, brand names, and 

other product claims almost com- 
pletely covered the cartons, making 
them unsuitable for presentation as 
a gift without wrapping by either 
the retailer or customer. 

> When printed “gift” cartons had 
lost a good part of their sales appeal, 
decanters were introduced, and dur- 
ing the past few years the market 
has been virtually flooded with every 
conceivable shape of decanter, until 
the liquor industry became literally 
a “glass maker’s dream.” In spite of 
the tremendously increased produc- 
tion and advertising costs for decan- 
ters, industry sales figures for busi- 



Presenting Luxury Wraps . . Robert Anthony, Hiram Walker 

model, presents gift wrap to author Harold Dols. Center picture 

shows packages (above) with and without advertising overwraps. 

At the right is a typical Walker Christmas window display. 

LUXURY WRAPS 

— a, 

Admen and Designer 

ness done in December of 1954 and 

the previous few years indicated no 
noticeable increase, and the quanti- 
ties of any one decanter sold were 

not large enough to warrant the 

marketing expenses involved. 

Walker admen check luxury wrap copy (left) 

designer Bradfield smiles with pride at Luxury Wrap packages 

At right 

Two years ago, Hiram Walker in- 

stituted a series of Merchandising 

Fairs (May ’54 AR) for liquor retail- 
ers—the objective being to show them 
how to become better merchants 

through better merchandising. More 

From wrapping paper to the luxury wrap— 

that’s the history of liquor gift-wrapping 

in the past 25 years. Here are four Walker 

packages—heavy brown paper, Christmas 

carton, gift decanter and the luxury wrap. 

than 60 exhibits covering practically 
every phase of beverage retailing 

were in the fair. 
Hiram Walker was impressed by 

the fact that the most popular exhibit 
with the almost 100,000 retailers who 

attended the fair in 45 cities, was an 
exhibit showing how to properly gift 
wrap liquor. Despite this evidence 
of retailers’ tremendous interest in 

gift wrapping as a means of promot- 
ing gift sales, studies made by Hiram 
Walker following the fairs showed 

that the majority of retail outlets 
did practically all of their holiday 
business in a very short period of 

time just prior to Christmas. There 
just wasn’t time or experienced help 
available for a liquor retailer to do 

his own gift wrapping. 

> This started Hiram Walker on some 

serious thinking about deficiencies in 

liquor packaging and merchandis- 

ing, and like a Geiger counter, all 

surveys and studies pointed to a 
need for an entirely different ap- 
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Holiday Wraps Get Hollywood Treatment . . . To create a “’selling’’ climate with retailers, 

a 20-minute movie entitled, ‘‘It’s A Gift,’’ was produced for Walker by the Wilding 

Picture Corp. Film not only introduced the idea and packages, but also demonstrated to 

retailers exactly how the entire program could work in their stores 

proach in liquor packaging to help 
solve not only the distillers’ problems 
of high costs for printed cartons and 
decanters (which obviously were not 
doing the job they were intended to 
do), but also to re-awaken liquor 
retailers to the benefits in aggres- 
sively going after holiday gift sales. 
It was at this point that Hiram Walk- 
er decided that the best possible 
solution was an attempt on their 
part to do the complete gift wrapping 

job for the retailer at the distilleries. 
One of the first obstacles to be 

overcome was the fact that there is 
a federal regulation which requires 

that liquor packages can be opened 
without tearing or destroying the 
package for inspection of the Federal 
tax. stamp. Further, several states 
require cancellation of the state tax 
stamp by the retailer either at the 
time of purchase, or in a specified 
time after the merchandise arrives 
in the retailer’s store. 

After much experimentation and 
several conferences with federal and 
state officials, permission was secured 
for the use of a pressure sensitive 

seal at the top of the package, which 
allows either the consumer or the 
retailer to simply lift the seal, open 
the package, and then re-seal it 

without marring the appearance of 
the wrapping. 

>It was obvious from the start that 
if the packages were to be mass pro- 
duced at the distilleries, the opera- 
tion had to be almost completely 
accomplished by machine and at a 
speed that corresponded with bot- 
tling line rates. Investigation proved 
that there were no machines capable 
of this type of operation. Wrapping 
machines, of course, were available, 
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but not of a size or construction to 

accommodate liquor packaging. Con- 
sequently, all of the machinery ulti- 
mately used in the completely auto- 
matic operation was custom built 
within a very tight time schedule to 
allow starting the packaging and 

wrapping operation early in Sep- 

tember. 

In the past, distillers confined spe- 
cial packaging, particularly of the 
expensive type, such as decanters, 
primarily to prestige higher cost 
brands. Hiram Walker, however, de- 
cided to include every possible gift 
item in its entire line in the “Walker 
Luxury Wrap” program, so that in 
effect, retailers could offer com- 
pletely gift wrapped packages to all 
customers, no matter what their 
preference was as to type or price 
classification. 

Canadian Club in both the fifth 
and pint sizes, and Walker’s DeLuxe 
in the quart, fifth and pint sizes were 
wrapped in gleaming metallic foil 
produced especially for the program 
by the Reynolds Metals Co. (For the 
Canadian market, 40 ounce and 25 
ounce Canadian Club was luxury 
gift wrapped.) Imperial, Hiram 
Walker’s Ten High, Hiram Walker’s 

Private Cellar, Creme de Menthe, 
Creme de Cacao, Fruit Flavored Li- 
queurs and Brandies were displayed 
to customers in a variety of smart 

and very colorful gift wrappings— 
all designed by Roger Bradfield and 
rotogravure printed by the Andre 

Kleerwrap Co., Mundelein, Ill. All 
cellophane overwraps were also pro- 
duced by Andre. Even Hiram Walk- 

er’s Vodka, which has been increas- 

ing in sales during the past couple 
of years, was wrapped in large quan- 

tities in a sophisticated foil wrap de- 
sign. 

>It was decided that customers 
should be provided gift wrapped 
packages with no brand identifica- 
tion on them. However, there had to 
be a means of brand identification 
while the packages were displayed 
in retail stores. This problem was 
solved by completely overwrapping 
the gift wrapped package with cello- 
phane. All advertising and brand 
identification is imprinted on the 
cellophane and is removed simply by 
taking off the cellophane overwrap. 
The cellophane overwrap also pro- 

tects the packages until they reach 
the customer’s hands and gives the 
package an added sparkle. A small 
pressure sensitive seal at the top of 
the package advises the customer, 
“Remove cellophane to eliminate all 
advertising from this package.” 

Incidentally, a patent is pending 
on Hiram Walker’s “Walker Luxury 
Wrap” method. 

>To make certain that it accom- 
plished its objective of a completely 
new approach in design, Hiram 

Walker selected Roger Bradfield of 
Artists Inc., Minneapolis, to design 

the individual gift wrap papers and 
foil. Bradfield is considered one of 
the outstanding young artists in the 
country today and recently was se- 
lected by Time as “young man of the 
year” in the design and art field. Lit- 
erally hundreds of designs were pre- 
pared and considered before the final 
selections were made. 
From the beginning of the project 

and until Hiram Walker was ready 
to disclose the program to distribu- 
tors, the trade, and the press, the 
utmost secrecy was imperative. In 

every possible instance only officials 
of the supplier companies knew that 
they were working on a program for 
Hiram Walker. There is every indi- 
cation that the secret was well kept 

Special Shipping Wraps . . . To safeguard 

the Holiday Wraps, Walker developed 

special shipping cases that can be opened 

without using a knife or case opener 
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KALAMAZOO, MICHIGAN 

Please quote us on 

329 West Ransom Street 

thousand labels 

[ | Like attached sample, or 

[ ] Like attached sketch 

[ | Number of colors 

[| Delivery date ( 

[ ] We can furnish plates (number of sets 

[| Gummed a Ungummed 

Company name 

Address 

City 
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Sure, this is an unusual ad. It is an invitation 
to share in the benefits of an unusual label 
designing and production service now observ- 
ing our 50th Year — our Golden Anniversary. 

You are interested in the economical produc- 

tion of superior labels. So are we. Whether 

you need 5,000 or 5,000,000 labels we dedicate 
ourselves to producing labels for you that 
have EYE APPEAL and SALES APPEAL and 

PRICE APPEAL. 

All sizes and shapes of paper labels pour from 

the ultra-modern and air-conditioned plant, 

329 West Ransom Street 

. for more details circle 608, page 121 

which has a daily capacity of six million labels. 

The staff, who meet the problems of label 

buyers, are expertly trained and can serve you 
from a background of wide experience. 

We can solve your label problems in this our 

50th Year, whether you need single or multi- 

color, plain or varnished, square or die cut, 

gummed or ungummed, heat seal or pressure 

sensitive labels, produced letterpress or offset. 

What is your label problem today? Tell us 
about it by filling in and mailing this quota- 

tion request to 

KALAMAZOO 

COMPANY 
MICHIGAN 
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MSG 
You'll be amazed 

HOW MUCH ADVERTISING 
a few cents extra buys 

on Thilco packaging papers 

Immediate product identification, more pres- 
tige, more customer appeal — all this pow- 
erful “salesmanship” is yours with Thilco 
DECORATED protective packaging papers. 
You get the lowest cost advertising space 

money can buy — in addition to complete 
functional protection. 

VARIOUS GRADES TO FIT YOUR NEEDS — Thilco's 
wide range of protective papers, in numerous spe- 

cialty grades and treatments, provide unmatched 
“ aterproof protection, prevention of moitsture-vapor 

transmission — grease and oil penetration — or, 

just general decorative packaging. Thilco papers 
are especially adapted to automatic machine wrap- 
ping, bundling, hand wrapping, box coverings and 
bag manufacture 

INCREASE YOUR SALES — Ler Thilco PRINT- 
DECORATED protective papers add selling power 
to your products. Give us complete details on your 

packaging problem; we'll send samples and money- 

saving suggestions similar to your needs — at no 

cost to you, of course 

Thilco FUNCTIONAL papers: 

Asphalted Waterproof Barriers 

Woxed Moisture-Vapor Barriers, 

Glassines and Greaseproofs, 

Polyethylene Treated Papers, 

Specialty Krafts ond Specialty 

Bags 

Write for free Sample Kit. 

THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 

NEW YORK « CHICAGO + DETROIT » MINNEAPOLIS « CINCINNATI 

- for more details circle 656, page 121 
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Imperial comes luxuriously 
; 

gift-wrapped. Ready to sign and give 

Walker’s Ad Campaign . . . A typical ex- 

ample of one of Walker’s newspaper ads 

Pre-holiday campaign included two-page 

spreads in magazines and 24-sheet out- 

door posters 

and that when it was finally dis- 
closed, the competition generally was 

taken pretty much by surprise. 

> All three of Hiram Walker’s adver- 
tising agencies—Foote, Cone & Beld- 

ing, Chicago, C. J. LaRoche, New 

York, and Maxon Inc., Detroit—were 
meanwhile developing a tremendous 
consumer advertising campaign for 

the “Walker Luxury Wrap” pro- 
gram. On Nov. 28, full-color, two- 
page spreads introduced a_ three- 
week million dollar newspaper, 
magazine, and billboard campaign 

throughout the entire country. Full- 

page color newspaper ads appeared 

in all papers equipped to handle 
r.o.p. color. Individual brand ads ap- 
peared in many of the important 

national publications. 

Prior to this, however, Hiram 
Walker’s greatest trade advertising 

campaign had been selling “Walker 
Luxury Wrap” to the retail trade. 

Another plus was a sizeable number 
of advertisements placed by supplier 

companies, such as Reynolds Metals 
Co., Avery Label Corp., R. A. Jones 
& Co. and Battle Creek Packaging 
Machinery Inc. Practically all Hiram 
Walker distributors ran ads at their 
own expense in liquor trade publi- 
cations. 

Displays designed to merchandise 
“Walker Luxury Wrap” packages 
included window displays, two types 
of floor island displays, several 

counter displays, shelf strips, and 
window banners. 

> Salesmen’s aids included carrying 
cases for samples of all the packages. 
brochures, tear sheets of ads, special 

order blanks, and samples of dealer’s 
cuts and mats. 

To create a “selling climate” with 
retailers, a 20-minute sound-color 
movie entitled, “It’s A Gift,’ was 
produced by the Wilding Picture 
Corp. The film not only introduced 
the idea and the packages in as 

dramatic a fashion as possible, but 
also demonstrated to retailers exactly 
how the entire program could work 
in their stores. 

To further tap the potential of in- 
dustrial gift business, special mail- 
ings of industrial brochures were 
made by Hiram Walker and its dis- 
tributors, and also by leading retail- 
ers throughout the country. 

> Sections of Hiram Walker’s giant 
distilleries at Peoria and Walker- 
ville were literally torn apart to set 
up the machinery and production 
lines. Some of the machinery was so 
huge that walls had to be removed to 
move it into position, and in Peoria 

a special railroad siding was installed 

to facilitate shipments. 
Beginning with the first disclosure 

of the entire program to a distribu- 
tor in Minneapolis on August 8, it 
became evident that even though 

greater quantities of packaged mer- 

chandise were planned than had ever 
been used by Hiram Walker in the 
past, they were not going to be suf- 
ficient to satisfy the demand. Distrib- 
utors at each subsequent meeting 
throughout the country were re- 
quested to submit their estimates of 

further requirements. The results 
were astounding and orders began 

pouring into the distilleries at such 
a rate that it was necessary to imme- 

diately re-order tremendous quan- 

tities of cartons, paper, seals, foil, and 

cellophane. 
Production schedules were re- 

studied and then, two weeks after the 
wrapping began, both the Walker- 
ville and Peoria distilleries went on 
a six-day, 24-hour production basis 
and remained on an “around the 
clock” schedule up until the last pos- 
sible moment that shipments could 
be made prior to Christmas. At 

both plants, production (and inci- 
dentally tax payments) hit an all- 
time high. For example, the Peoria 
distillery tax payments in one day 
amounted to $2,083,582.45 to cover 
the excise tax on approximately 

101,000 cases of Hiram Walker 
brands, or 1,200,000 25-ounce bot- 

tles. 
With one great stride, the “Walker 

Luxury Wrap” program has accom- 

plished Hiram Walker’s objective of 
solving the liquor retailer’s problems 

in attempting to expand his business 

and secure a greater share of the 

consumer’s holiday gift dollar. The 

enthusiastic response of Hiram 



Walker's Holiday Display . . . Bearing the 

slogan—"’Gift Wrapped For You’’—dis- 

play encouraged customers to buy Walker 

liquor gifts for the holidays 

Walker distributors, retailers and 
consumers has proved that the timing 
was right and that a basically simple 

idea, even though it assumes gigantic 

proportions when applied to mass 

produced packages, can be effective 
and profitable. Hiram Walker has 
always believed that its success is de- 
pendent upon a three-way partner- 
ship between the company, distrib- 
utors and retailers. The “Walker 
Luxury Wrap” program is a good 
example of putting that belief into 
good merchandising practice. 44 

Television Takes Bow 

In American Can Co. 

The first use of television to de- 
termine the sharpness of a knife has 

been adopted by American Can Co., 
New York. 

Adopted for use in the company’s 
machine shop for the inspection of 
chrome-plated scraper blades used 
in Canco lithography coating ma- 
chines—the tv set is able to magnify 

the blades’ thin edges 288 times their 

actual size. 
This allows the inspectors, the 

company said, to check the blades 
for tiny imperfections twice as fast, 
and with more accuracy, than when 

using former methods. 

In this application of closed-cir- 
cuit television, a small industrial tv 
camera does the job, transferring 

what it “sees” to the receiving set a 

few feet away. 

To inspect a blade edge, the in- 
spector moves it slowly through a 
holder under the microscope. It is 
reproduced on the receiving set 

screen as a horizontal bar about four 
inches wide. Two thin vertical lines 
on the screen indicate tolerance lim- 
its. Any blade with an irregularity 
that exceeds the space between the 
lines must be discarded. 44 

€ cangratulate 

Hiram Walker, Inc. on its 

mew four-piece package . . . 

July w new development in 

luxury wraps — 

acme 
gravure services,inc. 

1501 West Congress Street 

Chicago 7, Illinois 

Phone: CHesapeake 3-1377 

the finest monotone and full color cylinders 

for foil, cellophane, paper and paper 

board products... 

if it’s Quality — if it’s Delivery 

- itsacme 

CEIL-STICK 

. for more details circle 551, page 121 

PARA-STICK TWIN-STICK 

YOU KNOW..... 
... that we can guarantee the success ot your display 

by supplying an adhesive product that will easily 

and firmly adhere displays at point of purchase. 

DURABLE manufactures a complete line of adhesive coated 
products for hanging displays. Write to... 

Durable RUBBER PRODUCTS CO 
609 W. Lake St. Chicago 6, Ill. 

. for more details circle 580, page 121 
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VINYLITE PLASTIC 
ae eae 

“will not warp, curl or crack” 

SO EASY TO USE 
1. SNIP—You can cut to the desired size, 

easily and quickly. 

2. STRIP—Remove _ back- 
ing to expose the acti- 
vated adhesive. 

3. STICK—Apply with finger pressure. It 
€ sticks permanently to metal—wood—cork— 

ety | clean surface. 

4. INSERT—Insert label or 
oe It's open on three 
Ciiae: for your conveni- 

ee ee ee 

You can enjoy neat attractive 
labels anywhere in office, factory 
or home. 

on desk trays 
library shelves 
display units 

cabinet drawers 
storage shelves 
parts bins 

AVAILABLE IN 3 SIZES 

Ten 6” strips per package— 
PS-A Yr" x 6"—PS-% %”" 
x 6"—PS-1 1” x 6” 

Special Sizes on Request 

CONVENIENTLY PACKAGED 

In individual plastic packages, 
including both Holder and Label 
Cards. 

FOR AUTO DEALER 

PARTS BINS, ETC. 

FOR SUPER MARKET 

FOOD SHELVES 

RA ee a ee eT) 1 te a ee 

Office Products Ine. 
9920 Freeland Ave. . Detroit 27, Michigan 

West Coast Canadian Distributor 

171 2nd St The Luckett Loose Leaf, Limited 

Toronto 2B, Ontario 

Territories available for Dealers and Distributors 

Distributor: Arch K. Ansty 

San Francisco 5 

. for more details circle 626, page 121 
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Develops Dual Purpose Ink 

For Gloss or Litho Finish 
Literature is available on “Jiffy 

Gloss,” a dual purpose ink developed 
by Colonial Process Supply Co., 
New York. 

“Jiffy Gloss Ink” (series 6800), 
says the company, not only gives a 

high gloss but gives a litho finish 
with the addition of Colonial’s No. 
6890 Flex. Base Compound. 

According to the literature, Colo- 
nial’s new ink is opaque, flexible and 
air-dries in 20 to 30 minutes—or it 
may be force-dried within seconds. 

Offering to make specific recom- 
mendations as to the way Jiffy Gloss 
has to be used for individual plastic 
applications, Colonial’s literature 
also lists the 17 concentrated colors 
available in Jiffy Gloss. 

Additional details are offered. 

For your copy circle No. 539 on the 
Readers’ Service Card inside back cover 

Old Oaken Bucket Is 

New Household Utensil 
No longer “iron bound” or “hung 

in the well,” the old oaken bucket 
has joined the list of practical house- 
hold utensils. 

Designed and manufactured by 
Flambeau Plastics Corp. (Baraboo, 
Wis.), the latest in “old oaken buck- 

ets” is an unbreakable, polyethylene 
plastic pail for home, farm, industrial 
or other use. 

The bucket has a 12-quart capacity 
with a graduated quart scale on the 

inside. It is seamless, lightweight and 
dent, chip and rust-proof. 

Other uses for the plastic bucket 
are as a utility pail, ice bucket, knit- 
ting basket, diaper pail, picnic bas- 
ket, etc. It can even be used as a 

mop pail, since it is wide enough to 
handle all sponge mops, according 

to the manufacturer. 44 



HIRAM WALKER 

SPARKS GOLDEN 

GIFT IDEAS 

..-IN SPARKLING 

REYNOLDS WRAP 

ALUMINUM PACKAGING 

Hiram Walker & Sons, Inc., go much farther than gorgeous a... AM 

holiday gift-wrapping for Canadian Club, Walker’s DeLuxe 

and Vodka. They ring the Christmas sales bells with these ALUMINUM 
really novel features. .. PACKAGING 

e Labels are on the cellophane only — remove the 

cellophane and you remove all advertising! 
ss Building Sales-Power with 

e At the top of the gift carton, is a pressure-sensitive shen Meal Wen 

“TO AND FROM” seal. Lift it up and open the package piensa is 

to put your personal card inside — then just press Aluminum Packaging Seal! 
the seal back in place. Reynolds promotes this Seal continu- 

The result is a personally wrapped effect—with the handsomest ously—in four-color, full-page maga- 

wrapping known—Reynolds Aluminum color-printed foil. oe advertising and weekly on the hit 
dramatic series, “FRONTIER,” Sundays, 

NBC-TV Network. Stores also feature 
Reynolds colorful “rainbow” display of 
all foil packaged products. Look for it! 

Brighten Christmas and year-round sales for your product 

with eye-arresting Reynolds Wrap Aluminum Packaging. 

Call the nearest Reynolds Sales Office — or write to 
Reynolds Metals Company, General Sales Office, Louisville 1, Ky 

REYNOLDS 88 ALUMINUM 
See “FRONTIER,” Reynolds great dramatic series, Sundays, NBC-TV Network. 

. for more details circle 627, page 121 January 1956 ¢ ar « 93 



ET SAMPLES 

Out of the West has come a 

revolutionary sampling concept 

which is proving a boon to the 

growing do-it-yourself market. 

While now applied primarily to 

paint samples, the idea is bound 

to find use in many other fields. 

Soon now a customer can take 
home a sample of the paint he thinks 
will look best on his walls—try out 
a swatch of color and see how it 
looks when dry and under room 
conditions. 

That’s “wet sampling,” a revolu- 
tionary packaging concept which be- 
gan test-marketing at 19 Southern 

California Sears Roebuck retail 
stores on Nov. 1—with 18 colors (in- 
cluding white) sampled “wet.” First 
wet-test involves Sears’ Master- 
Mixed Odorless flat wall finish, a 
long-time best seller. 

“Wet sampling” is both a packag- 
ing concept and a_ point-of-sale 
stimulus. More, it’s indicative of 
polyethylene-cellophane’s new roles 
as samplers of things liquid—every- 
thing from face lotion to silver polish. 

Instead of color chips or color 
cards, customers get a half ounce of 
paint, are told to take it home, try 
it on walls and woodwork. Each sam- 
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ple, packaged in clear polyethylene, 
covers an approximate 15x15” wall 

swatch. 

>“For the first time,” says a Sears 
spokesman, “consumers and contrac- 
tors alike can sample actual paint, 
see how it'll look in the home, and 
discover what tonal effects and vari- 
ations local light, wall porosity and 
other conditions cause. Once a color’s 
selected, the swatch can be painted 
over.” 

Sears confidently expects to sell 
more paint through wet-sampling. 
Just as important—wet sampling is 
the industry’s first public recognition 
of color-card shortcomings, that color 
chips may vary markedly from actual 

application colors. 

The reason, of course, is the effect 
of lighting and decorative motifs 

upon many paints. Light filtering 

draperies may have significant effect 
upon a color. The same applies when 

paint is “married” into a room’s dec- 
orations, particularly if the room is 
dominated by wall-to-wall carpet- 
ing. The porosity of painted surfaces 
further has complicated—and com- 
promised—the tonal accuracy of the 
usual sampling card. In addition, it 
has always been difficult to judge 
total color effect from a small chip. 
With a 15x15” color swatch the judg- 

ing should be far easier. 

“The guess work,” says one Los 
Angeles contractor, “has been taken 
out of color matching and tonal se- 

lection, thanks to wet samples.” 

>From the retailer’s viewpoint (and 
Sears is but the first of many who'll 
likely turn to the technique), wet 
sampling has advantages aplenty. 
Whereas color cards cost 6¢ to 30¢ 
apiece (the average is about 16¢), a 

single wet sample, in quantities, 
costs but 2¢ to 244¢, or perhaps less. 
And, since customers can be expected 
at most to home-test only a half 

dozen samples, color selection costs 

should be cut significantly. 
Says one paint buyer, “We expect 

sampling costs to run but 5¢ to 8c. 
That'll allow two or three samples 
for testing. Before, if a contractor or 
consumer wanted green, we often 
had to hand him an entire card, sam- 
pling the whole line. Now we'll hand 
out only the line’s green tones.” 

Says another, along the same vein, 
“We figure wet sample costs to be 
about the same as chip costs, though 
much less than a sample card show- 

ing an entire line. But wet samples, 
packaged as they are, have that 
‘quality look’ and ‘feel.’ There’s 
something intriguing about the sam- 

ples. Customers can’t seem to put 
them down.” 

The William Steven Co., Los An- 
geles, creator of the Steven “Unit 
Package,” teamed up with Sears to 
add paint to its already long line 
of liquid-in-polyethylene samplers. 

“But,” admits Steven’s Merle 
Wainwright, “wet samples in paint 

are at present limited to oil, latex 
and water bases, or to any paint, so 
long as its base is not a synthetic. 

The polyethylene-cellophane pack- 
age won’t contain synthetic bases, 
particularly those with ketone or 
such essential oils as banana. This 
rules out, for the present, most lac- 
quers, synthetic enamels and some 

auto paints.” 
Still, the sampling range is wide. 

>For one thing, paint chips and 
cards have long been acknowledged 
to be something less than accurate, 

mainly because they’re often printed 
from ink, not from the actual paint 
they’re sampling. This has made 
color cards a good but not positive 
gauge of color and tone. Now, by 

applying a wet sample to the wall 

to be painted, results are positive, 
for samples currently being tested 
are packaged from paint just as it 



comes from the vats of Sears’ sup- 
pliers. 

Steven, a wet-packaging pioneer, 

has for years successfully sampled 
such liquids as hand lotions, metal 
cleaners and polishes. The samples, 
roll-tested under 200 p.s.i. as they 
come from filling machines, are ser- 

rated along three sides—a positive, 
leak-proof seal. Samples can be 
stepped upon, even stomped under 

heel, without bursting. 

Typical Sears wet sample is 24x 

314”, serrated three sides, the inner 
wrap of polyethylene, the outer of 

300 MSA cellophane, the two plastic 
materials extruded into a_ single 

moisture-proof wrap. It’s the cello- 
phane that takes the printing. In 

Sears’ case, the package is designated 
“Master-Mixed Odorless Flat Wall 
Finish” on its face. Beneath this is 
the paint number (Sears’) and the 

color’s name, and also instructions, 
“Cut on dotted line . . . press into 
small container.” 

Consumers are advised to pour 
contents into a jar lid, and to use a 
small brush for test swatching. The 

sample can also be used as a touch 
up, or for mixing colors not standard 

to the 18-color line. 

>What of the package's stability? 
Steven, which has copyrighted the 
idea as “Kolor Pak,” says wet sam- 
ples held at room temperature for 

12 months showed no deterioration 

or color change. The reason, of 

course, is the barrier presented by 
the extruded wrap. And, though the 
sample may become unstable if not 
handled for a period of several weeks 

(just as paint in the can), pressing 

the package with the fingers remixes 

the ingredients, and restores them 

to normal and natural consistency. 

Samples have remained stable, 

moreover, in temperatures up to 

165 degrees F., and as low as zero. 

By “stable,” Steven means return 
from these temperature extremes to 
room temperature without effect 

either upon sample or package. 

For retail store display, Sears has 
built a clear-glass rack, its 18 glass 

pockets each holding about 24 sam- 

ples. 

Retailers emphasize that liquid 

samples aren’t to be used as a gauge 
of color. The whole idea is to judge 
the swatch when dry—and on the 

wall or woodwork where the paint’s 
intended for use. 

Steven says that from a gallon of 

paint it can get 256 sample packages, 

1,000 liquid samples from 4 gallons. 

What of consumer acceptance? 
Sears expects some answers by year’s 
end. But already, agencies across the 

nation are eyeing with interest this, 
the first use of wet paint samples. 

44 

MASTER-MIXED 
OC AL ESS 

t Wel) Finish 

ow * 

PAASTER MIKO? 
Cpoeres® 

Flat Welt Fisish 

No Guesswork . Sears provides customers with polyethylene pouches containing 

samples of paint (above). The customer takes the samples home, pours the contents 

into any available container (below) and brushes the colors onto the surface to be 

painted—-providing an almost fool-proof system for selecting just the right color 
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They Stack! .. . Black Flag and Aerowax 

in the new ‘’F’’ style cans stack on retail- 

ers’ shelves readibly and readably. For 

comparison, note the staggering neces- 

sary with the older cans (first and third 

rows) 

Well-Stacked Look Is 

Feature of New Package 
A new design features easier 

stacking of cans with top pouring 
spouts, as well as easier handling on 
the filling lines, according to the 

manufacturer, Can Division of 
Crown Cork & Seal Co. Inc. (Phila- 

delphia). 
Previous standard “F” cans had 

the pouring spout located at one side 
of the top. Stacking such cans—for 
storing, packing or display—required 
alternate layers to be placed up- 
side-down in an unstable fashion. 

Above: Hiram Walker's Imperial 
Left to right: Hiram Walker's 
Brandy, Hiram Walker's Ten 
High, Hiram Walker’s Private 
Cellar. 

The new can has the nozzle cen- 
tered on the top, and a correspond- 
ing recess in the bottom of each can 
registers the nozzle of the support- 
ing can. Not only does this style 

offer stability and reduce the cubic 
size of the stack, but it can eliminate 

the hodge-podge appearance of re- 
tail displays, with odd layers of cans 
inverted. 
Crown Cork & Seal is presently 

producing the new cans in quart and 
pint sizes, with no increase over 
standard prices. 44 

Foxon Co. Offers Folder, 

Label Samples and Mailer 
To help manufacturers choose the 

right labels for their products, Foxon 
Co., Providence, R. L, is offering a 
package of samples, a folder and a 
mailing envelope. 
The samples are typical examples 

of labels made by Foxon and include 
labels for clothing, candy, foods, 
glass, etc. 

The two-page folder, enlivened by 
a wise old owl label and entitled, 
“Wisdom and Good Judgment,” and 
the direct mailer offer to prepare 
full color sketches of products re- 
quiring seals or labels. 

For your copy circle No. 532 on the 
Readers’ Service Card inside back cover. 

Langston Brochure Helps 

Corrugated Container Sales 

A brochure designed to serve as a 
selling aid for corrugated shipping 
containers is available from the 

Samuel M. Langston Co., Camden, 
N. J. 

Employing a humorous dinosaur 
as a sales personality to tie the story 

together, Langston’s brochure pre- 
sents a dozen attributes of corrugated 
board, through the use of clever car- 
toons. The dinosaur cartoons are cor- 
related with reprints of full page 
advertisements on the same subject. 
Brief descriptive copy, acted out by 
the dinosaur, presents the complete 
corrugated container story. 

The Langston brochure can be 
used as a direct mail piece or as an 
aid to salesmen. 

For your copy circle No. 533 on the 
Readers’ Service Card inside back cover 

Plastic and Cellophane 

Laminated in New Film 

Polyethylene and cellophane have 
been combined to form a flexible, 
transparent film laminate named 
Cellothene. Developed by Cheslam 
Corp., division of Packaging Prod- 
ucts Corp. (Yonkers, N. Y.), the film 

HATS OFF to Hiram WALKER, INC. for the beverage industry's 

crowning innovation . .. in luxury wraps by André Kleerwrap. 

Once again guwality-controlled production of the finest of rotogravure 
printed papers, in spectographic-matched colors, and preciston-registered 

cellophane overwraps, results in another outstanding achievement. 

For the ultimate in sales-building packaging materials—folding cartons, 

converted film, foil, and specialty papers by gravure, flexographic, letter- 

press and lithography—call or write . . . 

Original designs created by Roger Bradfield, Minneapolis, Minn. 
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PACKAGES, INC. 

225 EAST HAWLEY ST., MUNDELEIN, ILLINOIS 

CHICAGO PHONE: AMBASSADOR 2-2116 
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Individualized . . . A new film that com- 

bines ployethylene with cellophane lends 

itself particularly to packaging individual- 

ized portions and also, due to its tear re- 

sistant qualities, to toilet items such as 

scissors, files and combs. 

reportedly combines the properties 

of plastic and cellophane to form a 
packaging material that is tough, 
moisture and leak proof. 

The material also, according to 

Cheslam, efficiently handles printing 
in all colors, filling, heat sealing, die 
cutting, slitting and pouch making 

operations. The material also is re- 

portedly highly resistive to corrosive 
agents and grease. 

The new material has been espe- 
cially adaptable to packaging indi- 
vidual portions of food, toilet articles, 
and other items that lend themselves 
to pouch packaging. 44 

Corrugated Vendor .. . This merchan- 

diser for Carolina Washboard Co. 

(Raleigh, N. C.) is a multi-purpose car- 

ton. It doubles as mailing container as 

well as serving a display unit. The six 

compartments enable the company to ship 

a complete assortment of its fish floats in 

this one package. The top of the box is 

folded back to form the riser panel. 

Hinde & Dauch Paper Co. (Sandusky, 

O.) produced the vendor 

ry) 
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Hiram Walker’s new personalized Holiday gift 
packages presented a tough labeling problem. : 
Their packaging would work as planned only WALKER S \ : 

if the labels could be removed and resealed. =e a 

Avery’s Kum-Kleen Pressure-Sensitive Labels were 
selected for all nine of their unique gift wrapped boxes 
because they are self-adhesive, require no moistening, 
are easily removed...yet can be used for instant 
re-sealing simply by pressing them on again. 

Although Avery’s ability to meet Hiram Walker’s 
production and delivery needs was an important 
consideration in their choice of Kum-Kleen labels— 
the deciding factor was Avery’s complete control of 
production from start to finish. Avery makes their 
own adhesives and do their own designing, laminating, 
die-cutting, printing and embossing. Avery is the 
only manufacturer of pressure-sensitive labels 
with all of these facilities. 

Whak a Ailhere yuce AVERY Kum Keen LABELS make! 

Write today for full details 
on Hiram Walker's spe- 
cial labeling problem and 
other case histories that 

show why Avery Pressure- 

Sensitive Labels were the 
best answer. Perhaps you 

also can use Avery Labels 
profitably on your prod- 

ucts or packages. 

3a 
a8 
TU AVERY ADHESIVE LABEL CORP., Custom Div. 113 

117 Liberty St., N.Y. 6 ¢ 1616S. California Ave., Monrovia, Calif. 
608 S. Dearborn St., Chicago 5 © Offices in Other Principal Cities 

for more details circle 591, page 121 
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BLACK BOX! Translites Sell Air Flights 

For Pan American 

To recreate the brilliant color, the pageantry of the "i , 

foreign countries it serves, Pan American Airways 

selected Black Box translites (transparencies). 

Whether displayed in natural daylight or in a back- 

lighted shadow box, these translites produce a realism 

that captures the attention of air travelers everywhere. The 

series of translites was planned for easy changeability in the sturdy, 

shadow box. The colors are brilliant and every shade, every detail, is reproduced with remarkable fidelity. 

Investigate Black Box Collotype for your printing jobs. In sizes up to 40” x 60” and in runs of 5,000 or less, nothing 

does the job like Collotype . . . at such amazingly low prices, too! Call or write us today for complete information. 

For SCREENLESS 

PRINTING at its Best Telephone: AVenue 3-0262 

BLACK BOX COLLOTYPE STUDIOS, INC. 
xx Photo-Gelatin Printers y¥% 

..-Choose BLACK BOX 4840 W. Belmont Ave., Chicago 41, Ill. 
Cincinnati ODEs Moines Detroit Inglewood, Calif. KAlamazoo Minneapolis St. Louis 

Plaza 1-4218 3-1221 WOodward 5-7030 ORchard 1-1642 5-6165 ROckwell 9-7789 Olive 2-0202 
Code 335 

Write for our FREE Portfolio of Samples. 

98 ¢ ar ¢ January 1956 . « « for more details circle 562, page 121 



With millions of U.S. citizens 

changing their clocks ahead or 

back twice each year, Westclox 

photographers used pretty girls, 

kids, celebrities and product pic- 

tures to garner plenty of publicity 

while performing a public service. 

Publicity liming 

By Warren McCandless 

Public Relations Account Executive 

Batten, Barton, Durstine G Osborn Inc. 

New York 

Photographs planned for editorial 
publicity do not always have to 
scream the brand name, product 

shape or trademark to be effective. 
A subtle approach will often get 

greater acceptance from the press 

and may even produce a bigger pay- 
off than the direct plug. 

As an example, we have been op- 

erating a soft-pedal type of cam- 

paign for a couple of years for the 

Westclox Co., maker of Big Ben and 

Baby Ben alarm clocks. 

We organized the program early in 
1953, and while I was researching 

some ideas, I got to thinking about 

time changes—the spring and fall 

changeover from standard to day- 

light saving time and vice versa. 

Millions of people must move their 
clocks forward or back one hour, 
twice a year, and the official time- 
change dates are mighty important 
to every one of them. 

. 

> Most people get the news through 

their local newspapers and, I thought, 

By Big Ben 
what an audience for a_ publicity 
item! It looked like a natural for a 
clock tie-in, so I dug into facts and 

figures on that particular subject. 

I knew, of course, how the news- 
papers were handling time-change 

information. There were front-page 
box announcements and other de- 

vices aimed to get the news noticed. 

Some papers even made special pic- 
tures to catch attention. 

I assumed that many of the papers 

would use good pictures on the sub- 
ject, if someone would supply them. 

A search among the picture services 

supplying newspapers showed that 
they would welcome good pictures. 

It was further encouraging to dis- 

cover that few organizations of any 

kind were using daylight saving time 

as a publicity tie-in device. 

Here, then, was an opportunity to 

perform a valuable public service, 
combined with constructive product 
publicity: we would offer pictures to 

the press, designed to get across the 

time-change message—simply and ef- 

fectively—using an alarm clock as 

the time-change reminder symbol. 

>At this point I called in Irving 
Kaufman, a commercial photographer 

Art & Photography + 99 



Big Ben Gallery . . 

with long newspaper experience, 
whose suggestions I knew would be 
valuable and helpful. 

We agreed that we should com- 

bine popular stage, screen, radio and 
tv personalities, as well as pretty 
girls and children, as attention get- 

ters with clocks. 

We concluded on a plan for strong 
“reminder” publicity: reminder mes- 
sages in the form of news pictures, 

implying the idea that it is important 
to own a dependable, modern alarm 
clock. 

We decided that direct identifica- 
tion of the Westclox products was of 

secondary importance. We _ hoped, 
naturally, to have the brand name 

appear legibly in some pictures. But, 

in our opinion, the force of reminder 
visibility was the real key to success. 

We knew that we were dealing 
with the best known products in 
their field and that the manufacturer 
would therefore realize a fair share 
of business from any clock purchases 
resulting from the stimulation of 

readers by good reminder publicity. 

> Big Ben clocks have been used ex- 

clusively in our pictures. We elim- 
inated the Baby Ben group on the 
basis that we stood to gain a psy- 
chological advantage from the ap- 
pearance of the biggest size clock 
available in every photo. 

For our first series Kaufman made 

100 * ar ¢ January 1956 

. Generous use of cheesecake in pictures 

designed to help readers remember to change to daylight or 

pictures of school children, boys and 
girls changing their clocks at bed- 
time to insure being on time for 

school Monday morning. Other pic- 
tures featured pretty tv models and 
two popular sportscasters—Red Bar- 

ber and Connie Desmond. 

Next spring we included pictures 
of singer Monica Lewis and more 

pretty girls wearing play clothes or 
bathing suits—ready for extra hours 
of fun in the sun during the coming 

daylight saving time period. In addi- 
tion, there were pictures of Groucho 
Marx and Jack Benny, made with the 
help of our west coast staff. 

In another series we offered pic- 
tures of Cindy Wood, the Miss 
Sweater girl of the year, who posed 
for us through the cooperation of 
the Knitted Outerwear Assn. and the 
Wool Bureau. 

More recently we have used pic- 
tures of Broadway star Carol Haney 

of “Pajama Game” and Walter Slezak 
of “Fanny.” Pictures of Miss Haney 
used a giant clock blowup as the 
background. 

>Our picture offerings have been 
well received and widely used by 
news photo services, syndicated fea- 
tures and individual newspapers. 
They have appeared during the past 
two years in more than 500 daily 
newspapers, 1,000 weekly papers and 
several hundred labor papers. In ad- 

standard time gained publicity for Westclox in national news- 

papers. Here is a representative selection. 

dition, a supplementary program has 
been carried on with television sta- 

tions. 

Costs for this activity have been 

modest. The basic items involved are 
photography, hire of professional 
models and occasional fees for celeb- 
rities, photo prints for services and 
papers requiring them, mats for oth- 

er papers and mailing charges. 
This program has stimulated sales 

of both Big Ben and Baby Ben alarm 
clocks and recently it has been ex- 
panded to take advantage of addi- 
tional opportunities during the year 
for a variety of reminder publicity 
tie-ins. 

We believe this effort is unique as 
a publicity project and that its effec- 
tiveness lies mainly in the soft-pedal 
approach. 44 

Color-Coded Photocopies 

Available from Peerless 
Color-Coded photocopies are 

available from Peerless Photo Prod- 
ucts Inc., New York. Manufacturer 
of the Dri-Stat line of dry-process 
photocopy equipment and materials, 
Peerless is offering colored positive 
papers on a heavy, durable 10-pt. 
220-gram card stock, with the photo- 
sensitive side of the paper in color. 
By making several copies of an orig- 
inal—a letter, incoming order, in- 



voice, a part-drawing or a specifica- 

tion—on several different colored 
sheets of this paper, correct routing 
to the proper department is auto- 

matically assured. 
For inventory, production control 

and inspection record forms, etc., 
customers may have any desired 
form reprinted on the non-sensitized 
side. 44 

Bourges Offers Samples 

Of Cold Mount Adhesive 

Folders introducing “Cold Mount,” 
a new adhesive film, are available 
from Bourges Color Corp., N. Y. 
A double-coated film made with a 

new adhesive, Cold Mount sticks 
firmly and is said to be particularly 
valuable for mounting proofs, dis- 

play copies, etc., since it is guaran- 

teed not to stain or discolor copy 
with age. 

According to the company, the pre- 

coated film is easy to use and re- 
quires no heat or moisture. The user 

simply peels off the backing sheets, 
affixes the Cold Mount to the copy 

and presses it down on the mounting 
surface. 

Designed to give quick, smooth 
and long-lasting adherence, Cold 
Mount can be used for practically 
any type of mounting job—tissue 
dummies, fabrics, all types of pres- 

entations, displays, mechanicals, type 
proofs, photostats, clippings—even 

color papers for package designs, etc. 

Prices in the Cold Mount folder 
range from 35¢ for a 10x124” piece 
of film to $1.25 for the 20x24” size. 

For your copy circle No. 521 on the 
Readers’ Service Card inside back cover 

New Film Bypasses 

Photo Process Steps 

A film that bypasses photographic 
processing steps to produce a positive 

image directly from a negative is 

offered by the Ozalid Division of 
General Aniline and Film Corp., 

Johnson City, N. Y. 
Using an Ozalid machine, the new 

product can be exposed and devel- 
oped in seconds, and like all trans- 

lucencies it can then be used to re- 
produce any number of copies. 

In addition, the film will give 

positive reproductions of transpar- 

entized photostats and blueprints, 
as well as film negatives. A .005” 

clear cellulose acetate, the film can 
also be used for quick and inexpen- 
sive copying of line, halftone, or con- 

tinuous-tone originals. Additional 

information is available. 

For your copy circle No. 53 on the 
Readers’ Service Card inside back cover 

CONSIDER THESE 

EXCLUSIVE FEATURES: 

e Compact, light, easy to 
carry 

ee \ 

HERE’S THE MOST 

PRACTICAL SALES 

PRESENTATION CASE 

Sturd d durable— 
MONEY CAN BUY! : Soeubaaminaee Souter 

e Add or remove pages 
instantly 

e Change story sequence 
at will 

e Protects presentations 
from dirt and weather 

e Custom designed to your 
specifications 

<a \ e Wide choice of colors and 
ew \ hard-wearing leatherette 

‘ fabrics 

@ Quick and easy to use 

(sets up in 5 seconds) 

*U.S. Pat. No: 2,646,143 

WIDELY USED... 
GENERAL FOODS 
U.S. ARMY 
NEWSWEEK 
AMERICAN 
PETROLEUM INST. 
BIRD & SON 

Write or Phone for Prices 

RAPID ART SERVICE, INC. 45 West 18th St., N.Y. 11, N.Y. OR 5-4375 
Creative art and production for all types of sales promotion 

and merchandising aids. 

. . for more details circle 628, page 121 

Crescent’s No. 100 ILLUSTRATION BOARD 

makes the Job Easier . . . Better! Send for Samples! 

CHICAGO CARDBOARD CO. 
1240 N. HOMAN AVENUE 
CHICAGO 51, ILLINOIS 

for more details circle 569, page 121 
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GLOSSY PHOTOS 
IN QUANTITY 

We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 
We believe 

this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 

Try us the next time you need 
quantity photos. 

PRICE LIST 
8x10 GLOSSY PHOTOS 

Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 

MAJOR PHOTO Co. 
Commercial Photographers 

1210 WN. Clark Street © Chicago 10, Illinois 

NEW! FREE GUIDE 
and Price List On 

COLOR TRANSPARENCY 
DISPLAYS Color Film 

Reproductions 
and 
Processing 

Use this 

coupon 
or write 
on your 
letterhead, 
today! 

DAVID DEAN COLOR LABORATORIES, INC. 

Please send me my Free copy of your 
new Catalog & Price List 

rience 

i rncicnntnnntnntimenieise 

ee 

_ oe 

DAVID DEAN COLOR LABORATORIES, INC. 
206 Summer Street, Stamford, Conn. — DAvis 4-3775 

OR eae eee me ERP) 

. for more details circle 578, page 121 
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Calimar Process . . . Paste is drawn down 

on backing. When dried, it forms a photo- 

sensitive, self-supporting film. 

Third Step . . . Film is developed for six 

minutes at 320 degrees in a hot air oven 

or infra-red heater. 

Calimar Paste Forms 

Photosensitive Film 
Using Bakelite vinyl resins in a 

new process, Ferro Chemical Corp., 
Bedford, O., has developed a flexible 
film in which deep photographic 
images are developed by heat. 

Called “Calimar,”’ this ‘picture- 
forming plastic consists of a paste, 
based on Bakelite vinyl resins and 
containing light-sensitive, dye-form- 
ing and catalytic chemicals. When 

dried and cured, the paste is three- 
thousandths of an inch thick and 
self-supporting. Exposed through a 
photographic negative to ultra-violet 

light and developed by heating, the 
film image extends clear through 

from top to bottom surfaces. 
The depth of the image, combined 

with resistance to wear, moisture 

and chemicals, produces a_ photo- 
graphic reproduction. In moderately 

Second Step .. . The film is placed on 

negative and exposed to ultra-violet light 

for a period of one minute. 

Fourth Step . . . Completed film is peeled 

off backing. The image is continuous in 

tone as in standard photography 

heavy film, the deep image produces 
a three-dimensional effect. 

Designed for use in decorations, 
displays and photo-recordings, Cali- 

mar bears an image that is continu- 

ous in tone as in standard photog- 
raphy, rather than half-tone as on 
conventionally printed plastics. It is 

suitable for such uses as_ license 
plates, durable maps, blueprints, 
wear-resistant floor tile, forge-proof 

identification passes, individual dis- 
play signs and personalized items. 

Present Calimar images are warm 

brown in tone. Methods of obtaining 
true blue-black and colored images 

are being investigated. 
The film itself may vary from 

translucent to opaque with or with- 
out tinting colors and it may vary 
widely in flexibility. 

Calimar organosol paste based on 
Bakelite vinyl resins is available for 
experimental purposes. 44 
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Reach for 
delicious JELLO 

ELLY 

SEVEN DELGOUS FAWORS 

New Use for Signs .. . When E. R. Busby, 

Busby Poster Advertising Service, Quincy, 

Ill., came upon a group of school children 

seated class fashion in front of one of his 

24-sheet Jell-O posters (see above), he 

was surprised, to say the least. Investiga- 

tion showed that the students and a 

teacher from a nearby school were using 

the board as a model in a regular drawing 

class, with the teacher pointing out sali- 

ent parts of the illustration. Mr. Busby 

returned with a camera and secured the 

picture along with several examples of 

student art (a typical one is shown at the 

left). Particularly gratifying to Mr. Busby 

was the fact that most of the 

included the 

drawings. 

students 

Jell-O package in their 

CUEOECURGRHERSROEOOCECORRREECEGCRCEOCOEOEOEGROOCRRORSREGRRCEOOEODSOREOEUCEOUCOROOEROEOEOUSOOURUSREGEREEECEEOSGOTROECRCDROUGOOEREORCRSORROTOREGOROUCORSOROERC ERT E RAGS 

Ads Have “X-Ray” Effect 

With New-Type Layouts 
A new advertising layout tech- 

nique which makes use of both sides 

of a printed publication page to 

achieve an “X-Ray” effect, has been 
announced by Lawrence Kane Inc., 
New York. 

Basing the new technique on the 

“see-throughability” of the paper 
stock on which newspapers and mag- 
azines are printed, the first ad of this 
type was introduced in 

Daily October 25. 

The ad occupied %5 of a right hand 
page, and a bold headline challenged 
the reader to “Hold This Up To The 
Light ... and see the many valuable 

prizes you can win!” When held up 
to the light, the prize awards ap- 

peared very clearly, showing through 

from another ad printed on the fol- 
lowing left hand page. 

The agency cautioned, however, 

that guaranteed positions must be 
assured to the advertiser in order to 
run this type of ad. 44 

Retailing 

Display, Table Fold Into 

Self-Contained “Suitcase” 
A table display which folds down 

into a self-contained, compact suit- 
case easily handled by one man has 
been introduced by Gardner Dis- 
plays (Pittsburgh). 

Called “Exhib-A-Pac,” the table 
display consists of a recessed back- 

ground with sloping display panel, 
two wing panels, headpiece, counter 

and wrought-iron legs. A concealed 

fluorescent light fixture at the top 
of the main background illuminates 

products mounted on the sloping 
board, but removable for examina- 
tion. 

Over-all dimensions of the dis- 
play are 7101” wide, 6512” high and 
311” deep. An approximate unit cost 
is $375, although the price varies with 

the quantity and complexity, as each 
display for any product or 

custom-designed. 

Additional details are 
from the manufacturer. 

For your copy circle No. 538 on the 
Readers’ Service Card inside back cove 

line is 

available 

| 
| 
| 

| 
| 
| 

Quantity Photos 

Mt 
8x10 Prints 

s 
Only a 4 Ea. 

IN LOTS OF 100 

Commercial 
Photography 
PRODUCT 

ADVERTISING 

INTERIORS 

EXTERIORS 

INDUSTRIAL 

PUBLICITY 

COMMERCIAL 

BUFFALO 
PHOTO COMPANY 

152 W. Huron Street * Chicago 10, Illinois 

. for more details circle 565, page 121 

for OFFSET 

Ideas Printing 

Repiints in one form 

or another constitute 

a major printing and 

budget 

Proper 

HOW TO 

UsE 

REPRINTS 

problem 

use of re- 

prints, our survey re- 

veals, will solve 

problems of manage- 

ment, sales promo- 

tion, and advertising 

that face every busi- 

ness. 

This 16-page booklet 

shows many ways to 

use art, publicity 

and other materials 

to greater advantage 

with the versatile 

There 

are hints, too, on 

offset process. 

copy preparation 

sure to find 

‘How to Use Re- 

prints” 

You're 

a practical 

Send 

copy 
receive with it 

“Ideas 

for Plano Printing 

Use 

printing aid 

now for your 

and 

our folders 

“Ideas for 

of PRE-prints.”’ 

OFFSET PRINTERS 

123 N. Wacker Dr. 

and 

Please rush my FREE copy of “How to Use Reprints” to: Company Address 

Chicago 6. Hlinois 

for more details circle 634, page 12! 
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= WOOD CUT 
Johns —__ Fe 

Client Johnson Motors 
Agency: Lamport, Fox Prell & Dolk, Inc 

Fidelity 

artwork 

This Johnson Sea Horse-30 is another superb reason why more and more 
advertising men rely on SANTONE for their newspaper, magazine and 
catalog illustration. ... The details, shadings textures and contrasts of 
SANTONE cannot be duplicated any other way, and our controlled line 
structure is guaranteed to reproduce clearly wherever it is used... . WE 
BELIEVE THAT SANTONE IS THE MOST EFFECTIVE ARTWORK 
YOU CAN USE for dealer mat illustration. 
Write for our free literature today. Or, better yet, send us your merchandise 
1 photos (retouched or unretouched) and let us tell you how quickly we 
can turn it into the black-and-white magic of SANTONE. We'll quote by 
return mail. 

fone. THE SANDER ENGR N .. Inc. 
rit one | 542 SOUTH DEARBORN a a cant Seon 
sll CHICAGO 5, ILLINOIS 

. for more details circle 642, page 121 

The Only Publication REGULARLY COVERING 13 

SECTIONS OF ADVERTISING'S $3 BILLION MARKE 

® Signs and Identification ® Radio and TV 
Materials Production 

® Phot i d —— —_ 
iain” - ® Printing and Binding 

® Window and Store © Art and Photography 
Displays ® Shows and Exhibits 

© Typography and ® Direct Advertising 

Layout @ Paper 

® Audio and Visual Aids @ Premiums, Prizes and 

®@ Labeling and Specialties 
Packaging 

Advertising Requirements 
200 E. Illinois St., Chicago 
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Shadow Boxes Pyramid 

Into New Viv Display 
The Toni Co. is giving its new “Soft 

Touch” Viv lipstick that smart touch 
—with a packaging of specially de- 
signed individual shadow boxes dis- 

played in a pyramid style carton pro- 
duced by the ACM Division of 
Robert Gair Co. Inc., New York. 

The inside panels of the display 
form a V, which is re-emphasized by 
a printed design created by Toni. 
Printed in black, each carton dis- 
plays the color of the lipstick it holds 
—red, rose or coral—on white ACM 
clay coated board. 

Since the lipstick is securely held 
in two circles die-cut in the over- 
lapping bottom panels, it can be 

examined but cannot readily be re- 
moved from the box. 

The pyramid display carton con- 
sists of four pieces—a special bottom 
with double side walls, a sloping 
front panel carton, two glued step- 
up platforms, and a pull-up display 
card. Each pyramid holds 12 shadow 
boxes, three on each of its four steps. 

44 

Now You Can “Glitter” 

New, Automatic Way! 
Plenty of sparkle or glitter can be 

yours automatically with the new 
automatic glitter machine developed 
by Virkotype Corp., Plainfield, N. J. 
Designed to be used with silk 

screen equipment on cards screened 

with an adhesive—or with printing 
presses using special adhesive press 
glue—the machine is available in 12” 

wide capacity in the standard model, 
with larger sizes available on spe- 

cial order. 
According to the company, the 

glitter machine takes the output of 
fast-operating presses for high speed 
production. Changing materials in 
the machine is accomplished in two 
or three minutes. 

The machine requires 2x4’ of floor 

space, weighs approximately 350 lbs., 
and moves on swivel casters. 44 



BY 

Designed for admen who aren’t 

| 
artists, this provocative article 

offers practical tips on getting 

the ultimate in color values 

I have seen artists radiantly pro- 

claim, “I can use two colors this time, 

black and red. Oh, boy!” And then 

proceed to make a black drawing, 
say a man’s fashion subject, and spot 
the red on his necktie! 

I have been on the buyer’s side in 

this business of advertising art, so 

I am describing the following man- 
ners of realizing more color for your 
money so that others may be able to 
include exacting color instructions in 

oA LL Ee N 1 

their art specifications. Surprisingly, 
many advertising artists don’t know 
how to handle color, especially flat 

color. I believe this is mostly due to 
the fact that most advertising artists 
aren't painters, and they think as 
draftsmen. There is a big difference. 

For instance, a painter knows that 

he must show form in highlight and 

shadow against a middle tone, the 

highlights being lighter, the shadows 
darker than the middle tone. There- 
fore, when given a color to use in 

conjunction with black, a painter 

thinks of the color as his middle 
tone—the sky in a landscape, for ex- 

ample. 
In the case of our gentleman with 

the red tie, think of the effect of 

. 4 ©  °% 

using red as a background, so that 

the white paper and black shadows 

could form him—including his red 

tie! That is your color-money’s 
worth. 

>The method of making a drawing 

for a painter’s effect is to first make 

the entire picture in the color, and 

then use lampblack to accent the 
shadows. A drawing made in medi- 

um green-blue and lampblack can 

be engraved by “shooting” the 

green-blue through a yellow filter, 

then removing the filter to let the 

green-blue drop out in taking the 

black. The two plates, of course, 

may be used for any two colors in 

printing. 
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RUBBER CEMENT 

Compare the exceptional merits . . . 

*predical *efficient *economical *the 
finest available. 

StaSet always forms a fiat firm 
bond, dries quickly and never wrinkles 
paper. 

Efficient as a single surface or 
double surface adhesive. Excess rubs off 
easily. Assures fast, neat paste-ups or 

mounting. 

Sold at all finer art stores. 
Insist on GENUINE StoSet. 

THE MONET COMPANY 
43 South Ave. Fanwood, N. 

. for more details circle 621, __: - - for more details circle 621, page 121 121 

always with 

Tect 
“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean. 

FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where 

UNION RUBBER 

& ASBESTOS CO. 

TRENTON, NW, J. 

MANES PASTING A PLEASURE 

. for more details circle 659, page 121 

PIN-UPS 
for 

Advertising 
a Wide Selection 

i Models ¢ Poses * Costumes 

ENTERPRISE PHOTOS 
Le P. O. Box 6873 * Dallas 19. Tex. 

. for more details circle 585, page 121 

a W/L a A 
EN i ad 

COLOR dy a aa 
eae 

SM a 
PRINT ® Accurate Colors © Speedy Service 

ee me 

ae rc eee 2 

CORONA COLOR STUDIOS 
10 WEST 46th ST. © NEW YORK 36, N. Y. 
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Write for Illustrated List of 

Low Cost Stock Photos 
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Another method of preparing the 
drawing is to use one of several 
available transparencies for the sec- 
ond color, a “color flap” over the 
key drawing. 

Still another method of preparing 
a two-color drawing is to have the 
artist make a black and white draw- 
ing for one of the colors, engrave 
and proof it in light blue on drawing 
paper on which he makes his second 
drawing—in black, of course, so that 
the blue may drop out in engraving. 

>So far we have discussed only one 
color and black. But there are uses 
of color which increases color—a 
simple, crazy kind of arithmetic 
where one plus one equals four. 

For instance, Harold Fritzlen of 
Abbott Laboratories advertising de- 
partment once had me do a painting 
in blue and orange. In making this 
picture I discovered (what Harold 
already knew) that when white was 
added to the blue it became a deli- 
cate sky tone, while white added to 
the orange became a _ recognizable 
tint of yellow! By mixing the blue 
and orange together, several shades 
of brown were possible. To make a 
long tale short, with two colors we 
obtained a picture which looked 
more like a dozen colors. 

Since that experiment, I have tried 
other combinations of two colors, 
coming up with an Indian red which 
becomes magenta with white added, 
and a deep, slightly blue green 
which makes a perfect summer blue 
sky with white. The two colors mixed 
produce a near black. I should say, 
at this point, that the text of the 
Abbott advertisement (a folder) was 
printed in the dark blue. 

>During the thirties I did many 
covers for “The Flame’—the famed 
house magazine of The Phoenix 
Metal Cap Co. of Chicago. “Hig’”— 
H. J. Higdon, the editor of this beau- 
tifully designed and written publi- 
cation — gave me a free hand in 

experimenting in color. One of the 
successful color tricks we used was 
to print a cover in two pastel shades 
on a colored stock. For instance: 
pastel blue and pastel red on pale 
yellow paper—over-printing the col- 
ors to obtain a third, purple. The 
final result was a cover in blue, red, 

purple and yellow, with only two 
colors. These covers were in flat 

tones. Screening would have added 
still more color sensations. 

In speaking of color sensations, 
this is a knowledge of color which 
every artist and adman should un- 
derscore. For the simple use of a 
screen can add another color sensa- 
tion in many cases. We have men- 

tioned blue-green becoming sky 
blue, and Indian red becoming ma- 

genta, when white is added to each. 
Ochre, likewise, becomes a soft yel- 
low. Surprisingly, many deep colors 
become bright with white added, or 
when the white paper is permitted 
to come through in a screen. 

>The use of two flat colors, or one 
color and black, often brings up the 
question of the proper color for a 
given subject. Naturally, tomatoes 
should be shown in tomato red, but 
there are situations of illustration 
wherein one can’t select the proper 
color for the proper place. For in- 
stance, the case of a publication of 
books where the man’s face was 
green. 

Several years ago I art-edited and 
designed a 15-volume set of Britan- 
nica Junior. Wishing to do a super 
job in the children’s encyclopedia 
field, the editors and publishers de- 
cided to use color throughout the 
set—in flat, line engraved illustra- 
tions where art was used. I sug- 
gested four colors, blue, green, gold 
and red, all pastel shades, to be used 
with black. However, we quickly 
realized that in printing each signa- 
ture we could not control the rela- 
tion of color with subject. That is, 
the man’s face on page three from 
entry trees was also green! After 
much experimenting I came up with 
an illustration of the type repro- 
duced with this article, a “painting” 
in two colors. 

My argument was that the realistic 
use of light and shadow would hurdle 
the problem of green faces. It seemed 
to work. At least, no customer com- 
plained to my knowledge, possibly 
because there are generous doses of 

nearly all colors in the human face 
anyway-—ask any good portrait 
painter. 

Of course, this meant that even 
such subjects as ice might show up 
in red. However, every painter 

knows that ice reflects pink sun- 
sets, so the illustrations merely had 
to be “paintings” in two-color draw- 
ings to achieve a natural effect. 

>There is a final effect for use of 
color which many advertisers over- 
look, despite the slogan of a well- 
known paper manufacturer. That is: 
paper is part of the picture. For 
example, instead of red lettering on 
white, try white lettering in a red 
panel—merely a negative effect 
whereby the paper becomes a third 
color effect. Still more effective is 
a highlighted letter with black 
shadow on a color background. 

Considering the cost of a second 
color run, the price of a two-color 
page in a magazine, it should be self- 
evident that when color is used, the 
advertiser should get his color’s 
worth. 44 
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How Sperry Candy Co. brought a 

quarter-century old promotion device 

up-to-date to maintain its position 

The 

in a highly competitive market. 

By Benn Oliman 

AR Milwaukee Correspondent 

The Sperry Candy Co., Milwaukee, 
reaching deep into its file of success- 
ful merchandising ideas, has revived 

one of its most potent promotional 

gimmicks. The company’s fleet of 
unique “Chicken Wagon” trucks that 
were familiar sights on the nation’s 

streets and highways a quarter cen- 
tury ago, are out promoting business 

once again. 

These descendants of the original 

hand-formed sheet metal monster 
sales builders still rate goggle-eyed 

stares from a generation of young- 
sters weaned on Walt Disney dino- 

saurs. According to Sperry presi- 

dent Fred Foster they are again 

keeping the Chicken Dinner Candy 
bar in the best seller ranks. 

A candy bar lacking a catchy name 
and heavy promotional backing 

stands little chance of becoming a 
leading item in the highly competi- 

tive confectionery industry. No mat- 
ter how tasty a morsel a candy bar 
may be, it takes more than mere 

Are 

Chickens 

Comme! 

palate pleasing to sell it in volume 

these days. The idea boys in the 
candy bar industry are continually 
striving to create a product with a 

name that lends itself readily to pro- 
motional activities. When they came 

up years ago with Chicken Dinner 
Candy, they pried open the lid on 

a lot of exploitation possibilities that 
are still proving effective. 

> At one time the Sperry Candy Co. 

numbered as many as 35 units in its 

motorized flock of “Chicken Wagon” 

trucks at work in various sections 
of the country, promoting, selling and 

detailing its candy bars. When World 
War II came along, with the resultant 

gasoline, chocolate and manpower 
shortages, the distinctive “Chicken 

Wagon” truck fleet became deci- 

mated, and finally, extinct. 
With the return of the competitive 

candy market, however, Sperry has 
found it necessary to step up its ad- 

vertising and promotion. The com- 

pany now has nine “Chicken Wag- 
ons” back in action, and plans call 

for a slow but steady expansion in 
this department. 

> Just what functions do these trucks 
perform? Carl Lorenz, Sperry ex- 
ecutive who has charge of the unique 

operation, says: “Their primary use 

is in detailing and sampling our 

Chicken Dinner Candy bars. Prac- 

tically every candy manufacturer in 

the industry uses detailing and free 

samples. Where we differ is by the 
added attraction of our ‘Chicken 
Wagon’ trucks to stir up interest for 
our men and make their work more 
effective.” 

Whenever the animated trucks that 

cackle and crow invade an area, 
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Part of Chicken Dinner’s ‘Flock’ . . . Colorful caricatures of 

Plymouth Rocks, Silver Laced Wyandottes and Rhode Island 

sales of Chicken Dinner Candy bars 
begin climbing. The drivers pull up 
in front of any retailer who they 

know, or suspect, sells candy bars 
and make their call in an attempt to 
influence him either to add Chicken 
Dinner Candy bars to his store’s of- 
ferings, or sell more Chicken Dinner 

Candy bars, if he already stocks 
them. 

Jobbers are informed in advance 
that they can expect a visit from the 
“Chicken Wagons.” As a rule, the 
individual detailers and their trucks 
have widely separated itineraries. 

Unlike true to life poultry, they sel- 

dom travel in flocks. Occasionally, 
however, the entire fleet will con- 
verge on one market, as recently 
happened when an ambitious detail- 
ing project was successfully carried 
out in Detroit. 

> The trucks can carry a payload of 

merchandise, along with promotional 
materials in their roomy interior ac- 

cessible frorn service doors at the 
rear. Each contains a built-in 

speaker system that plays records, 
tape recordings or radio. A conven- 
ient hand microphone is used by the 
driver or his assistant to make an- 
nouncements. 

A barrage of newspaper, radio and 
TV announcements are used to pre- 
cede the appearance of the “Chicken 
Wagons” in an area to make their 

stay more productive. Chicken cut- 
outs and window streamers are left 

at all stores visited. 
Sperry Candy Co. is once more re- 

ceiving many requests from all over 
the country for appearances of these 
trademark trucks in parades, fairs 
and civic celebrations. The company 

accommodates as many of these re- 
quests as possible, according to Carl 

Lorenz. They also show up frequent- 

ly at trade shows, outside stadiums 
and sporting arenas, at playgrounds 
—in short, wherever people congre- 
gate. During parades, a cowboy in 

western attire, complete with six- 

shooter, rides astride the huge, fas- 

cinating fowl, tossing out Chicken 
Dinner Candy samples to the crowds. 
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> Originally, the truck bodies were 
modeled after actual breeds of 
chicken in careful, exact detail. The 
policy now is to make them up as 
cartoon types, in exaggerated colors, 
using a lot of bright pink and red. 

The flock now includes caricatures 
of Plymouth Rock, Rhode Island Red 
and Silver Laced Wyandotte chick- 
ens. Varying the types of chickens, 
according to Carl Lorenz, fosters the 

impression that there are many more 
of these king-size poultry trucks in 

use than actually exist. 
Fully equipped, the cost of each 

“Chicken Wagon” presently runs in 

the neighborhood of $6,000. A break 
down of what Sperry gets for the 
outlay of this money includes: 

1. Ford Model M-100 truck and 

chassis. 

2. Specially constructed sheet metal 
body, made in Milwaukee by the 
Louis Hoffman Co. 

3. Artwork and painting of chicken 
and truck body, including sign let- 
tering. 

4. A tape recorder and loud speaker 
system installed in the cab of the 
truck. Bell tape recorders are used 

in all the trucks. According to Carl 

Lorenz, they seem to stand up best 
under the rigorous use they receive 
on the job. 

5. Special generators, the same type 
used in most police squad cars. 

6. A series of special tape record- 
ings of Chicken Dinner advertising 

messages. Also, some tapes of cack- 
ling and clucking hens which are 
used to attract attention when the 
trucks are parked. 

> Coincident with the added num- 
ber of “Chicken Wagons” now in use, 
Sperry’s allotment for this project, 
naturally, has begun to grow. It now 
costs the firm about $75,000 per year 
to keep the trucks on the road and 
pay the salaries of the driver-de- 
tailers. Sperry feels that the money 
it is spending is being more than 

Reds, Chicken Dinner’s king-size poultry trucks are painted in 

vivid shades of pink and yellow, blue and white, or pink and white. 

justified by the results being ob- 
tained. 

Following are a few notes from 
Pete Gray, of the Gray-Way Adver- 
tising Co. Inc., Milwaukee, who turns 
out the eye-catching artwork on 

these oddities: 
e The base color is regular auto- 
motive finish put on at a local auto 
paint shop. 
e Sunbonnet outdoor sign enamel is 

used for the final coatings of color, 
and for the detail. 
e After the paint has been applied, 
it is allowed to dry and harden for 
several weeks. Then a coat of pro- 

tective sealer is applied. 

e The drivers are instructed to have 
the trucks washed and waxed at 
regular intervals to make certain 
that the finishes remain long lasting 

and attractive. 

According to Sperry executives, 
the entire project would be worth 
very little if it were not for care- 
fully selected driver-detailers. Says 
Carl Lorenz, “We usually look for 

young men for this highly special- 
ized type of promotion work. About 

25 years of age seems to be the ideal, 
according to our experience. The 
older men do not seem to care for 
such an assignment, since it means 

being out on the road most of the 

time. Also, a little flair for showman- 
ship and a clear speaking voice prove 

very important.” 44 
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“It was just a little bitty change.” 



Minnesota Mining Names 

Reflective Sign Winners 
Winners of a national outdoor sign 

award competition sponsored by 
Minnesota Mining and Manufactur- 
ing Co., St. Paul, were announced 

at the December Outdoor Advertis- 
ing Association convention in Chi- 

cago. 
Open to any sign on which 

“Scotchlite” brand reflective sheet- 
ing had been used to make it visible 
at night as well as day, entries were 

divided into two groups: signs from 
25 to 250 square feet and signs larger 
than 250’. 

First place in the larger sign cate- 

gory went to the Rochester Poster 

Advertising Co., Rochester, N. Y. 
In the smaller sign category, first 

place went to General Sign Co., 
Cape Girardeau, Mo. 44 

Brochure Describes Uses 

Of Fluorescent Colors 
A brochure describing applications 

of Sun-Tested Velva-Glo fluores- 

cent colors in screened displays, 
painted signs and bulletins is avail- 

able from Radiant Color Co., Oak- 
land, Cal. 

Pictures of counter cards, mobile 

displays. metal racks, booklet covers, 

24-sheet posters, menu covers, 

bumper guards and car cards appear 

in the brochure with descriptions of 

the colors used in each one. 

Also included in the brochure are 

“case histories” of individual com- 

pany applications in signs, etc., and 

a page of general information on the 

Velva-Glo fluorescent colors. 44 

Meadow Gold 

ICE CREAM 

Dynalite . . . An eye-catching model 

draws attention to Dynalite, a new illumi- 

nated plastic sign amid samples of Tel-A- 

Glo signs also produced by Tel-A-Sign 

Inc. (Chicago). The new sign, created 

by Fred Hotchner, combines a unique 

“color in motion’’ technique with eye- 

catching animation. 

eee Even The Chairman of 
the Board Can Do It! 

.-.the remarkable new self-adhesive vinyl! film 
for applications where extra durability is desired 

Low initial cost. 
e 

ical Great savings in application. 
E pron No time lost in preparation, drying time or clean 

No high-priced specialized labor needed . . . any- 
one can apply a FasCal sign in 5 minutes or less! 

No water, glue, activator, no masking, paint or 
other paraphernalia required. 

up. Equipment immediately usable after sign is 
applied. 

Completely weatherproof . . 
and solvents. 

Scrubbable. 

Won't wrinkle, buckle or delaminate . . 
removed if essential. 

resists acids, oils 

. can be 

Two Typical 

Fest 
Applications 

For Swift & Company 
by Chicago Decalco- 
mania Co., Chicago. , 

For Skelly Oil Co. 
by Gill Studios, Kansas City, Mo. 

Write TODAY... for samples of FasCal 
... test it for your own sign, label and decal purposes. 

FasCal is made by 

AVERY Paper Company 
260 Chester St., Painesville, Ohio 

e+- Makers of Self-Adhesive Papers ¢ Foils « Films 

. for more details circle 575, page 121 
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ALL OVER 
AMERICA 

© 

Another famous 
HGge sign quality built 

» | by Textlite 

For over 75 years we have been 
furnishing the nation's leading 

companies with quality signs. 
Texlite can furnish you with the 
signs you need — in any quan- 

tity — and do it to your exact 

specifications and complete sat- 

isfaction. Texlite has the most 
modern, most complete sign 
manufacturing plant in America 
for building porcelain enamel, 

plastic and illuminated signs. 

Our services include: 

DESIGN e ENGINEERING 

FABRICATION e ERECTION 

MAINTENANCE 

in our 76th year 

TEXLITE, INC. 
3305 Manor Way °* Dallas, Texas 

Offices in: 

New York, Chicago, Los PY te 

Houston, Atlanta, Denver, Biri Es 

MACUL e eee Tf CTL 
ees TT ee and plastic 

at LE ae TT) Uday 

. for more details circle 654, page 121 
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Traveling Signs . . . Bumpa-Tel signs with 

a message for any type of business printed 

on the sheet steel face are available from 

Warren Hastings Motor Co. (Mounds, 

Ill.). The signs have polished aluminum 

frames, fit all makes of automobiles and 

will store in the trunk when not in use. 

The legs telescope into non-visible brack- 

ets mounted behind the bumper guards, 

where they do not interfere with the trunk 

lid. Bumpa-Tel signs cost $16.50 lettered 

and $12.50 unlettered. 
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New “Dry” Decals Have 

Long-Lasting Feature 
Samples and literature on a decal 

sign that requires no water, no solu- 

tion or varnish in its application is 

being offered by the American De- 
calcomania Co., Chicago. 

Although the new sign, called 
“Presto-Cal,” utilizes the pressure 
sensitive type principle, the company 

says it is not to be confused with 

ordinary paper-based pressure sen- 
sitive signs, which may be easily re- 
moved from the window and offer 

little water or weather resistance. 
Presto-Cals are composed primar- 

ily of paints, lacquers and adhesives 
of a permanent character. While they 
can be removed immediately after 
application and re-applied if neces- 
sary to change position or alignment, 

once they are set—in 24 to 48 hours— 
they can not be removed without 
scraping. 

Durable and weather resistant, 
Presto-Cal does not interfere with 

How to Do It . . . Once the backing paper 

is peeled off, Presto-Cal can be applied 

by pressure-sensitive method. Once set, it 

cannot be removed without scraping. 

two more 
great signs 

BY ROBERTSON 

Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 

* Baked enamel! process—plain or reflectorized 
* Steel or aluminum 
* Quantity producers for over 30 years 

ROBERTSON SIGN CO. 
SPRINGFIELD, OHIO 

. . for more details circle 636, page 121 

GET 

Wor us 
IMPACT 

for Any 

Product 

with 

Ad Banners 
by HOLLYWOOD 
Color is the key to today’s consumer... 

And color-rich, dust-repellent, wrinkle- 

resistant Gleam-Satin banners, minia- 

tures, sashes and pennants put your 

product out front where customers can 

see it 

You'll see many sales-clinching 

ideas in our FREE Idea 

Book yours for the ‘asking 

HOLLYWOOD 
PPL ae 

116 East 32nd Street, New York 16, N. Y. 

Telephone: ORegon 9-4790 



washing of the window or other sur- 

face to which it is applied. 
In addition to glass, the new “dry” 

decals are effective on most wood, 
metal and other opaque surfaces, 
according to the company. 

Samples and additional literature 
are available. 

For your copy circle No. 520 on the 
Readers’ Service Card inside back cover. 

Apex Develops Crayons 

With Unusual Features 
Combining permanence with re- 

movability, Apex Permanent Crayon 
Co., Youngstown, Ohio, says its new 
type Permapex crayon lasts longer 

and removes easily with a special 
solvent called Apex-Removo. 

According to the company, Perma- 
pex crayons allow carefully con- 
structed graphs, charts and diagrams 
to remain on most surfaces indefi- 

nitely—figures are changed as re- *See how SATIN BANNERS are used by Poe 

quired—and the entire board can be national organizations as effective promotional N A T | 0 N A L 
cleared anytime with little effort. tools. Dramatic, colorful, low in cost, they 
Permapex Kits are available with invite dealer cooperation and stimulate con- FLAG & DISPLAY CO. 

four crayons—in red, white, yellow sumer buying. Write for your copy of “Add Ss. 
and blue—plus a large tube of Apex- Showmanship to Your Salesmanship” — it's vrata 5 
Removo. Single kits may be ordered filled with merchandising ideas you can use 120. 210 51.) ee 
direct from the manufacturer at 

$3.25 each. Quantity prices are avail- 
able to industrial users. 44 

Battista Publication 

Offers Tips to Admen 
William A. Battista Inc. (New 

York) used the Mineola Fair-Indus- 

trial Exposition (Mineola, N. Y.) to 
provide a service to more than 1,000 

advertising executives in New York 

and Long Island. 
The advertising agency prepared 

and mailed the first issue of “By The 
Way,” a four-page publication which 
will be issued “now and then.” The 
publication described the history, 
background and make-up of the 
Long Island Fair, including many 
tips on fair showmanship. 

One article, for example, com- 
mented on the design and appear- 

ance of the exhibits contrasted with 
those of the first Industrial Exposi- 
tion, while another called attention 

to the danger of creating bottle- 
necks in an overzealous attempt to 

attract and hold too large crowds to 

an exhibit. 
Two-line boxes at the bottom of 

each column of type also give tips to 
readers. A typical one says, “How 

many of your customers really know 
your business? Informative bro- 

chures concerning your operation, 
your products, and your services 
bring welcome sales leads.” 

The cover of the four-page “By 
The Way” is a full-color autumn 
scene. 44 

profitably today and all year long! 
ty ORegon 5-5230 

ag 
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CLEArF 

Mia esis eee 
that the best way to get maximum results at the 
point-of-sale is with clear, transparent GOOD- 
STIX signs . . . ideal for window display, interior 
promotions, product identification and unusual 
signs. 

Here is why . . . printing areas reflect a finish 
that no other printed surface can match. . . 
attention value is heightened by the overall 
transparency . . . unusual art effects are obtain- 
able . . . adhesion is no problem in that each 
sign carries its own pressure sensitive adhesion 
which means quick placement and simple, non- 
messy removal. Also, special inks like DAY-GLO, 
metallic effects as well as dimensional possibili- 
ties available through vacuum forming. 

*For the complete story, with samples and data, 
make it your business to send for the GOOD- 
STIX sampler. No obligation. 

DEPT. ARI 

PRODUCTS CORPORATION 

263-273 William St., Englewood, N. J. 
Phones — New York: Wisconsin 7-4435 

New Jersey: ENglewood 3-0610 

IT’S PERFECTLY 

. for more details circle 595, page 121 
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Dartnell’s Record Book 

Helps Busy Executive 
“Every executive has occasion at 

some time or other to recall where 
he was, whom he saw and what 
transpired on a certain day of some 
previous year. 

“At the same time, he needs to 

have close at hand a desk book to 
which he can turn quickly for facts 
and information needed in making 
important decisions.” 

The above quote is from the fore- 
SI ns wore word of the “Personal Record Book 

GQ for Executives,” printed and pub- 

lished annually by Dartnell Corp., 
' d al | Chicago, a book that combines the 
roun Hf le, O : functions of an appointment secre- 

tary, diary, private financial ledger 
and income tax record. 

Want signs that serve as they sell? (Note the clock on First published in 1926, the Dart- 
. ' ae nell book has been kept standard in 

this one.) Want signs that identify and command attention’? : 
. . Gan een format, with contents changed only 

(The top part revolves.) See GOA! 
: a siti ‘ ios to make the book more helpful. The 

Want signs that work at night? (Brilliant illumination : : : 
' ; ' . main test of any information used 

gives continued far-reaching impact.) See GOA! es : 
a ; ; ; ~ ‘ is its value to the business man. For 

Isn't it time you talked sign language with GOA? ; s en 
as ; instance, this year the fishing and 

Whether it’s a single or several (even a thousand), GOA ; “ee 
a. ; hunting section was cut out because is your one source for tailor-made signs that sell. RES : 

of the great variation in laws from 
state to state. New, this year, is the 

PHONE your local office or write .. .GOA, list of 50 favorite eating places based 
StS S$. Loomis 7. Chicago ¥, il. ona survey of users and buyers. 

General Outdoor Advertising Co. ee ee 
. « « for more details circle 593, page 121 maps, made especially for Dartnell 

7 a an by C. S. Hammond & Co., New 
h ; Bradford Supply Co. Bradford, Pa. Jersey, the daily business graphs for 

4 a ye each month, and the three-year 

ie Oo o mura S | aie calendar. Most remembered by many 
? ] executives are the inspiring and 

sometimes humorous “red letter” 
mottoes that head each daily ap- 
pointment section. 

In addition, the Record Book con- 
tains two hundred pages of useful 
information for busy executives. 44 

TTS 

ics ‘Py 
ah alates) 

od — 
pane 

are wall Leading companies have found 

Photo-Murals to be a unique and 

decorations profitable way to put reception areas 

to work. We manufacture photo- 

that sell murals to your order, in black and 

anny white, sepia or full color, from your Versatile Series . . . More than 600,000 
good will! photograph or ours. two-sided decals—window and door signs 

— are being distributed by R. J. Reynolds 

WRITE WEST-DEMPSTER co. Tobacco Co. for its Camel and Cavalier 
cigarettes. The versatile series can be uti- 

175 OTTAWA AVENUE, N.W. lized by the retailer in a variety of ways. 

Most of the decal signs carry a good will 

eae Etaoin ier tler message as well as the sales pitch. Meyer- 

- « » for more details circle 663, page 121 cord Co. (Chicago) produced the series. 
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Personalized 

POST CARDS 
U. S. Plywood Corporation uses friendly post 

cards to maintain a strong customer-salesman 

relationship that results in selling continuity. 

By Jules Levin 

The salesman is one of the strong- 

est links between the company he 
represents and the customer. While 
scads of money may be expended on 
the advertising and promotion of 
products and company identification, 
the customer’s impression of a com- 
pany is inevitably molded by the man 
who drops by every few weeks, doffs 
his hat and politely makes his pitch 
for a sale. 

At United States Plywood Corp. 
the salesman’s importance has never 
been overlooked. Since an over- 
whelming percentage of plywood 
business is repeat business, the sales- 
man-customer relationship is ex- 

tremely important. There are fre- 

quent instances of the same salesman 
calling on the same customer for 

periods as long as 10, 15 and even 
twenty years. Hence, a satisfactory 
customer-salesman relationship is 
something to be nurtured, sustained 

and cherished. 

As a result, many of these relation- 
ships radiate an aura of warmth and 
friendliness and there is a constant 
effort to keep them that way. One 
method is the personalized postal 
card. Usually prepared in a semi- 

humorous vein and embellished with 
a simple cartoon or line drawing, 
these cards have turned out to be an 
ideal means of keeping customers in- 
formed regarding news that solely 

concerns their salesman and them. 

> Occasionally, a salesman may be 
stricken ill and removed from circu- 
lation for a while. It is then impor- 

tant, both in the interest of continuity 
of representation and from the stand- 
point of satisfying the customer’s 
curiosity as to the salesman’s where- 
abouts, to send out a personalized 

postal card which accomplishes the 
following purposes: 

e Briefly informs the customer what 
has happened to the salesman and 
explains why he will not be seen for 
a while. 

e Informs the customer how his ply- 
wood requirements can be handled 
in the meantime. If the illness is 
protracted, a substitute salesman 
may be assigned to the territory and 

the card then also serves as an intro- 
duction to the temporary salesman. 

e Preserves the personal relation- 
ship by having the card signed by the 
sick salesman. 

At vacation time personal postal 

cards really swarm through the 
mails. Just before each salesman ab- 
sents himself for a vacation, an ap- 
propriate message over his signature 
is sent out on them to his customers. 

Here again, a semi-humorous motif 

is maintained, with a drawing of a 

happy family driving to some moun- 
tain lake, a row boat fastened to the 
top of their car and the trunk bulging 
with luggage. The card gets down to 

business by advising the customer 
whom to call at the U. S. Plywood 
warehouse for sales, service or as- 
sistance. 

Thus, personalized postal cards 
make for finer public relations. Cus- 
tomers are no longer puzzled when 

their salesman is bedridden with a 
breakdown or gallivanting on a va- 

cation spree. 

>The salesmen heartily endorse the 
whole program and are often de- 
lightfully surprised by its results. 
One salesman, in particular, was im- 
patient and distressed over the pros- 
pect of a long convalescence from a 
nasty appendectomy. Then suddenly 
his morale perked up, as he was veri- 
tably deluged with cards from well- 
wishing customers who had been ap- 
prized, via the personal postal card, 
of his illness. Some sent gifts and one 

mailed in a handsome order to give 

his sales a lift. 
When the door estimator switched 

his office from the executive building 

in Manhattan to roomier accommo- 

dations in the Bronx warehouse, his 

customers were properly and 
promptly advised by a personal post- 
al card with a drawing of a hat on a 

clothes-tree and the blithe announce- 

ment: “I’m hanging my hat on a new 

rack!” The card went on to state his 
new address and also stated the 
phone number at which he could now 
be reached. 

Personalized postal cards need not 
only be used for news of a personal 

nature. They can also effectively 
spark a selling program and supple- 
ment the usual channels of advertis- 

ing. Even though other media may 

already have been employed to push 
a particular item, the personalized 
postal card may act as a clincher 

when it is used, somewhat in the 
nature of a fireside chat, to give the 

salesman’s reasons on a friendlier, 
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she handles all the details 

Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 

Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 

Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 

a. Leer Hip 
431 S. Dearborn St. ° 

. for more details circle 614, page 121 

Chicago 5, Illinois 

SEND YOUR CATALOG 
AND 1°' CLASS LETTER 

TOGETHER IN 

Wey 2 
Cus 

THE, 2-COMPARTMENT ai hace) 3 

@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 

@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 

letter on face. 

@ Write for Du-Plex samples and 
prices .. . No obligation! 

WZ 
ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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more intimate basis as to why the 
customer should consider the item or 
service. 

Inexpensive and highly efficient 
for their purpose, personalized postal 
cards definitely play a role in solid- 
ifying that link which is so vitally 
important to all sales organizations— 

the salesman-customer relationship. 
44 

New System Provides 

Automatic Follow-Ups 
Positive control of industrial ad- 

vertising inquiry response and pros- 

pect “follow-ups” can be handled 
entirely on the clerical level while 
still conveying the impression of 

executive “special” handling with the 
new “Exact” system, according to 
Advertising Controls Inc., Cincin- 

nati. 

Offering a free bulletin that gives 
complete information on its service, 
the company says “Exact,” a copy- 
righted system, includes an ingenious 
six-part, one-time carbon form, 
which is said to provide check list 
spaces for all information necessary 
from an inquiry and to set this in- 
formation up for subsequent referral 
and follow-up. 

A primary classification enters the 
inquiry into a process which includes 
same-day inquiry response, referral 

to the proper salesman or dealer, 
follow-up letters to prospect and re- 
minders to salesmen at pre-deter- 
mined intervals. 

The “Exact” system also provides 
for directing the inquiry back to the 
sales department if the prospect 
reaches a “buying” mood—or re- 
moves the prospect from _ process 
when the sale has been made or 
when other conditions cause him to 
lose the status of prospect. 

Price information and an order 
form is also included in the bulletin. 

For your copy circle No. 505 on the 
Readers’ Service Card inside back cover. 

Postal Increase Survey 

Available from DMAA 
Results of its survey, “How Postal 

Rates and Service Affect the Amer- 
ican Economy,” are available from 
the Direct Mail Advertising Assn. 

(New York). 

The DMAA study combined a mail 
survey to which 3,000 respondents 
answered a questionnaire in detail 
with interviews conducted by re- 
search teams among third-class per- 
mit holders, business firms and in- 
dividuals in representative Ameri- 
can cities. 

Purpose of the survey was to an- 
swer these questions: (1) Who uses 
third and fourth class mail? (2) How 

Insert-O-Matic 51 . . . This new, com- 

pletely automatic envelope stuffer by 

Printing Devices Inc. inserts single or 

multiple enclosures into standard envel- 

opes No. 6 to 10 inclusive. The “51” is 

an 18” high table model with a speed of 

3,000 insertions per hour. 

do these people use it? (3) Why do 
these people use it? (4) What are 
some of its important economic 
effects? 

> According to DMAA, 97% of the 

replies were strongly opposed to any 
further increase in postal rates. Of 
these, 35% said an increase in third 

class rates would force them to cur- 
tail their mailings or to abandon 
direct mail advertising entirely; 27% 
said postage increases would place 
their firms in jeopardy; 17% said the 
increases would mean drastic reduc- 
tions in their profits; 34% were flatly 
opposed to any increase until econ- 

omy measures were taken within the 
postal system; 16.5% said increased 
postal rates would force them to 
raise prices, and 9% believed the 
postal system should not be expected 
to be self-supporting, but should re- 
ceive supports from general tax 
funds. 

Copies of the survey are available 
from DMAA, 3 East 57 St., New York 
22. 44 

Lee Offers Letters 

In Various Types 
For direct mail users interested in 

mailers that look like pen or pencil 
notes, the Lee Letter Service, New 

York, is offering samples of letters in 
various types. 

Calling its mailers, the “Lee Rite 
letters” the service features a “Spe- 
cial,” that while printed in offset, 
closely resembles a regular type- 
written letter. In the “special,” I.B.M. 
executive type, which matches the 
offset printing almost exactly, is used 
for the individual typewritten name 
and address. 

Samples of other Lee letters that 
resemble penned or penciled notes 
and Lee’s photo offset printing are 
also available. 

For your copy circle No. 506 on the 
Readers’ Service Card inside back cover. 



WOOoODBINE 
COLORED ENAMEL 
DUPLEX ENAMEL 
DUPLEX BRISTOL 
COATED COVER 
offer the convincingly *modern colors. 

Free idea portfolio of each 
WOODBINE paper demonstrating 
odd folds, trims and die-cuts — 

with interesting samples of offset 
and letterpress printing — will 
be sent upon request. 

the 

APPLETON COATED 

PAPER COMPANY 

1200 North Meade Street 

Appleton, Wisconsin 
% P 
“Styled and pre-tested by Faber Birren of American Color 

Trends Inc., New York. 
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Psst! Get An AdverKit! 

Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 

Create action-getting, best-of-industry mail- 
ing pieces from a new selection of Jumbo 
Cards, Flash Bulletins, Cartoon Letterheads, 
Eye-Stopper Envelopes, and Gimmick Mail- 
ings. 

All AdverKit items created and pre-printed 
by American Mail Advertising. Your sales 
message easily added using any office du- 
plicator. 

Mail $2.00 for your AdverKit—refundable 
on first order. 

WM Ma 
INCORPORATED 

610 Newbury Street, Boston 15, Mass 

Tel. COmmonwealth 6-7540 
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HASTE MAKES WASTE 

GEOFFREY CHAUCER 1340-1400 

Not so here. If it’s Multigraphing, and you’re 

in a hurry, we'll do it real fast, and not waste a 

single letterhead. We—ll, maybe we'll waste 

one or two. ‘Fast or slow—we'll do it good and 

save you dough.” This goes not only for Multi- 

graphing but for Mimeographing, Plate Cut- 

ting, Mailing, Typing, etc., etc. 

7OfIO svverrisine SERVICE 
521 S. weeean AVE. « WA 2-9560 

CHICAGO 5 
Fast and Resourceful Service—Since 1919 

— Reasonable, too! 

Multigrephing © Mimeegrephing 

Addressing ¢ Melling © Piete Cutting * Mechanical Addressing 

Printing © Radic & TY orders processed © Complete Mail Compeigns 
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Basic Postal Pointers 

Offered by Post Office 
Ten basic postal pointers to insure 

safety, speed and certainty in mail 
deliveries have been suggested by 
Postmaster General Arthur E. Sum- 
merfield. 
e Address mail fully and clearly. 
Write legibly or print plainly. Where 
applicable, use zone numbers. 
e Always use a return address in 
the upper left hand corner of both 
letters and packages. 
e Do not enclose coins or hard ob- 
jects of any kind in letters, without 
marking the envelope for hand 
stamping. 

e Do not mail cash. For safety’s sake, 
use Postal Money Order or checks. 
e Make certain parcels are well 
packed and securely wrapped. En- 
close a card with your return address 
and recipient’s address. 
@ Double check to make sure your 
mail has the correct amount of post- 
age. “Postage Due” delays letters and 
disappoints recipients. 
e To speed letters through cancel- 
ling machines, be sure stamps are in 

upper right hand corner. 
e Insure parcels. Register letters of 

real value. Use Certified Mail for let- 
ters of no intrinsic value. 
e Mail early and often. Large mail- 
ers should separate mail into local 
and out of town bundles. 
e Make sure your correspondents 
have your correct address. 44 

Novel Direct Mail Service 

Offered by Letter Shop 
A “One Shop Service” for direct 

mailers wishing to reach the far 
west with sales promotion and 
printed advertising material is being 

offered by the Letter Shop, San 
Francisco. 

A booklet giving complete infor- 
mation on the unusual service lists 
the Letter Shop’s five-point savings 
plan for direct mail users and con- 

tains a map indicating overnight 

mail service to various points in the 

far west area. 
For your copy circle No. 522 on the 
Readers’ Service Card inside back cover. 

Dunhill Prints New Guide 

Of Selected Mailing Lists 
A new pocket-size catalog of mail- 

ing lists has been issued by Dunhill 
International List Co. Inc. (New 

York). The book contains more than 

1,500 classifications listed alphabeti- 
cally and details concerning special 
categories available. 

Quantities of the lists classified in 

the catalog are given; several con- 
tain over a million names, such as 
automobile owners, magazine sub- 
scribers, sportsmen, television own- 

ers, and families in racial or religious 
categories. Most lists are priced be- 
tween $15 and $20 per M. 

The free catalog is available di- 
rectly from Dunhill offices at 565 
Fifth Ave., New York 17, or 55 E. 
Washington St., Chicago. 44 

Posta-Tisers by Curtis 

Developed For Surveys 
Samples of the new Posta-Tisers, 

marketing survey mailers, are avail- 
able from Curtis 1000 Inc., Hartford, 
Conn. 

Developed to get easier and faster 
replies to survey questions, the 

Posta-Tiser is a two-way envelope 

which in one unit provides: 

e Ample space for your survey let- 
ter. 

e Generous return questionnaire 

area. 
e An outgoing envelope. 

e A return envelope already ad- 
dressed to you. 

Available with or without a cut- 
out window, the mailers are deliv- 
ered folded, sealed and ready for 
mailing except for the address. 

Posta-Tisers can be mailed at 3rd 
class postage rates—1-142¢ each, or 

2¢ each if you use bulk mail. Price 
lists are also available. 

For your copy circle No. 523 on the 
Readers’ Service Card inside back cover 

AHTL I 
AMERICAN 

LIGHTING 

HOME 

INSTITUTE, INC. 

Effective Emblem The American 

Home Lighting Institute (Chicago) has 

made available to members this identifica- 

tion emblem designed for use on station- 

ery, packaging and advertising materials. 

It comes in varied sizes and is available 

for one or two-color reproduction. The 

AHLI emphasizes that the emblem is not 

to be considered a seal of approval but is 

to identify individual members ‘with the 

broad national program . . . to emphasize 

the desirability and benefits of installed 

home lighting fixtures.” 



Humorous Angle 

Helps to Solve 

Serious Problem 

Because of previous lithium short- 

ages, Foote Mineral Co. was faced 

with lots of angry customers. Seri- 

ous discussion of the shortage situ- 

ation had failed, so when adequate 

supplies of the mineral became 

available, Foote sent out a clever 

little cartoon booklet which turned 

the trick. 

By Allen Sommers 

AR Philadelphia Correspondent 

When the lithium industry first 
started expanding back in 1950, most 

of the producers were mildly wor- 
ried about markets. Each in his own 
inimitable way determined how he 
might capture the lithium multi- 

purpose grease market, or perhaps 
the ceramic market, or maybe the 
lithium electric storage battery mar- 

ket, etc. 
What happened? 
Robert D. Drake, advertising man- 

ager of Foote Mineral Co. (Phila- 

delphia), admitted that they all went 
to work so fast, so well, that within 
a short time new markets were cre- 

ated and consumption outstripped 
available lithium. There was a short- 

age. 

> Foote Mineral became one of the 

first to understand that production 

° 

NO RUMOR 
= 

BE 

foresight was needed. Production of 

lithium had to be expanded on a 
tremendously larger scale than any- 
one had dreamed of until then. So. 
in 1952, Foote began expanding its 
Kings Mountain, N. C., holdings. 

This produced the basic ore, Spodu- 
mene, and then came a large proc- 
essing plant at Sunbright, Va. This 

was completed in 1953, and soon the 
entire industry began expanding 
again. 

But, lithium producers had pro- 
duced a problem for themselves. Be- 
cause of shortages customers were 

deferring action on lithium, waiting 
for a “plentiful” supply. They did 

not know it was already there. 

Bob Drake points out, “We had 
angry customers, and we wanted 

to inform them that lithium would 

be available and still make them 

chuckle.” 

>In mid-1954, Foote and its agency, 

Renner Advertisers, put their collec- 

tive heads together and came up 

with a little two-color booklet called 

“Li-Detector.” 

A humorous angle was decided 

upon as the best approach, since the 

“serious discussion of the shortage 

situation had gotten us nowhere,” 

said Mr. Drake. 

This, indeed, was a complete de- 

parture for a chemical company, 

—_————— 

AN 

WEVE 
BEEN 
HEARING 
RUMBRO 

ABOU T 

LITHIUM 

which even today peeks around the 
corner before turning it. 

>Once the idea of the booklet had 
been “sold” to Foote, the top echelon 

at Renner moved into action. First 

came a rough outline, drawn up by 

a group consisting of Otto and Rich- 

ard Renner, heads of the agency; 

Thomas Hodges, as account man and 

artist, and Hardy Lindhult, account 

executive on Foote. 

Together the group roughed out 

copy to be used. Tom Hodges then 

did rough cartoon sketches. At a sec- 

ond meeting everything was ap- 

proved. The sketches were then “fin- 

ished” in pen and ink and artist 

Hodges did the informal-style letter- 

ing by hand. Only the back spread 

was set in type. 

The cartoon booklet was printed 

offset by Independence Press (Phila- 

delphia), which worked from the 

original artwork and lettering. It was 

distributed in December, when it 

became apparent that Foote’s addi- 
tional expansion would make lithium 

chemicals readily available during 

the first quarter of 1955. 

>It is highly unlikely that a more 

informal treatment has ever been 

given a serious subject. The whole 

booklet looks as though it were the 

result of a “doodling” session in a 

pPLY — 
gu Rev ov OF £QOTE 
9 Lithium! | 

Ss 

YS \ 
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=e TOY 
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phone booth—lines are uneven—car- 
toons in “rough” form—lettering 
“splashed” about in a seemingly hit- 
or-miss form with key words in red 
or with red underlines to accent 
special points. But the net result is 

an easy-to-follow narrative which 

gets the Foote story across quickly 

and surely. 

The opening pages, for example, 
show a comic man with a stethoscope 

studying a “hot” copy of the Wall 
Street Journal for rumors. Hand- 
drawn copy on the spread states: 
“Even we've been hearing rumors 

about lithium.” 
The next double-page spread 

shows a pile of what might be called 
lithium with a “sold” sign on it. 
Copy: “Some people say that the en- 
tire supply of lithium is spoken 
ee oo 

That is the theme running 

throughout the 314x514” booklet. 

> The last half of the booklet shows 
a sad-sack type of research chemist 
dusting off his equipment, and copy 
chimes in: “So dust off your lab 
equipment.” 

It goes on to point out that there 

will be an assured supply of Foote 
Lithium. 

The last page of the booklet gets 
serious and offers “The Straight 
Facts About Foote Lithium.” 

The result of the booklet has been 
more than satisfactory. 

“A substantial file of letters has 
been accumulated at Foote, and al- 
most daily comments and conversa- 
tions are heard about the effective 
manner in which this problem was 

presented,” Bob Drake reports. 
“Foote management has been de- 
lighted with the results.” 44 

Booklet Gives History 

Of Glass Containers 
Feeling that “glass, like sunshine, 

is such a basic part of everyday 

life that we never give it a thought,” 
the Glass Container Manufacturers 
Institute Inc., New York, has pre- 
pared a 24-page booklet on “The 
History of Glass Containers.” 

Starting with information on “Ob- 
sidian,” a natural glass used by the 
cave men for their arrowheads and 
knives, the booklet tells how man 
accidentally discovered a _ glass- 
making process and learned to put it 
to use in the form of bottles and jars. 

The first glass containers, says the 
booklet, were made in Egypt some 
four thousand years ago and the 
reader is taken step by step through 
the early history of containers up to 
the present day’s modern methods 
and trends. 44 

POST CARDS 
FOR ADVERTISING 

So fasy.. 0 Simple 
YOU CAN OPERATE IT ye 

New Shadow Box . . . The ever-popular 

shadow box has taken on new character 

in Pano-Frame, developed by Chicago Dis- 

play Service Inc. Made of corrugated, and 

available in two-colored wood grains, it 

replaces more expensive wood products. 

Pano-Frame is 4x8’, light in weight and 

can be easily installed. 

Varigraph Co. Offers 

Illustrated Literature 
Information on the Varigraph, a 

precision lettering instrument, is 

available from the Varigraph Co., 
Madison, Wis. 

Designed as a time and money 
saver, the Varigraph works against 

a T-square or other straight edge 
for horizontal lineup of lettering. 

Adaptable to either right or left 
hand operation, even an inexperi- 
enced operator can become adept at 
lettering with the device after only 
a few minutes of practice, according 
to the company. 

The Varigraph uses light metal 
templets, which are individually en- 
graved. Each templet carries index 
marks and each can make more than 
600 sizes and shapes in letters. 

Illustrating the flexibility of the 
Varigraph, literature listing some of 
the types of letters that can be pro- 
duced with the units and price lists 
of both the standard and Super Vari- 
graph are available. 

For your copy circle No. 534 on the 
Readers’ Service Card inside back cover. 

Personalized post cards for YOUR salesmen 

can help THEM and YOUR company — no CURTEICHCOLOR cards 
matter what you sell. eed) 

Join the thousands of companies in the 
national, regional and local fields who are 

using CURTEICHCOLOR® post cards for pcs cam cease: 
advertising, sales promotion and sales calls 

follow-up. Get high quality and fast service 
at the right price. Let us tell you 

how you can use CURTEICH- Cd 
COLOR post cards for 

YOUR business. Write : 
for information. l 

AND COMPANY Inc. 

made as_ Business 

calling cards as well as in 

America’s oldest 
AQ 

YAY color post card specialists 

Since 1898. 
Wn 

/ 
Lak 

1741 W. IRVING PARK ROAD M00 
CHICAGO 13, ILL. _ 

“They haven't budged an inch ... I 

thought you said this direct mail was 

- for more details circle 652, page 121 self-mailing.” 
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Frofemel Source fev 
Services and Supplies 

Presentations 

ACETATE SPECIALTIES 
Made-To-Order in 200 sizes—40 Styles 

offering Full Visibility and Protection for 
Layouts, Presentations, Photos, Etc. 

11x82 Ring Binder Envelopes $8.10—100 

CRAFT-X Tracing Film: Cellulose Acetate 

MAJOR SERVICES 
3510 Palmer St., Chicago 47 © BE 5-5063 

. for more details circle 616, page 121 

Hand-Lettering 

HAND-LETTERING FROM FILM 
$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service — delivery 
anywhere in USA. Order from Style 
Book AR free on request. 

RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 « MU 8-2445 
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Advertising Services 

ae els 

MADE TO YOUR SPECIFICATIONS 
Pn... ant 

yg aT wih Berry As 
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Signs 

a= Make High Quality 
LOW COST, illuminated 

ST EE Point of Purchase Signs 

Firmly constructed of 26 gauge 
steel. Ventilated. Smart, and 
simply styled. Popular sizes. 

For Plastic Get details and our low prices. 

Ss I G i Sy YARDER MFG.CO. 
725 Phillips Ave., Toledo 12, Ohio 
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Pick a Bonus Combination .. . 

Here’s a package deal that’s fit to be tied and wrapped for economy. 

Combine your insertions in any two—or three—of these publications. 

e@ Advertising Requirements 

@ Industrial Marketing 

e@ Advertising Age 

issued by Advertising Publications, Inc. 

By combining your total number of insertions 

you earn the best frequency discount for each, 

and the minimum rate-holder regulations apply 

for maximum economy. 

Advertising Requirements 200 £. lllinols St., Chieage 11 

Graphic Arts Service 

Complete Offset Preparation, Ad- 
vertising Copy, Finished Art and 
Layout. Catalogs and Brochures a 
Specialty. 

R. L. Huey—Ha 7-1644 
608 S. Dearborn Chicago, Ill. 
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Stock Art 

FREE—Use it without cost—sample copy of 
the all new Monthly Clipper—new size, 
new format, finer content, new features, 
new techniques, better ‘How to Use’ ideas. 
Create sparkling layouts with scissors and 
paste-pot. Sensational introductory offer. 
No obligation, no salesmen. Address Multi- 
Ad Services, Inc., Box 806G, Peoria, Illinois. 

. for more details circle 620, page 121 

Art and Photo 

CAMERAS — ART AIDS $485 & UP 

$ SAVERS PRINTING 
= 

SILK SCREEN 
Deoler Inquiries Invited 

‘ THE MERRITT LACEY CORP. 
8) CENTRAL AVENUE NEWARK 3, 

WRITE FOR CATALOG AR 

Used extensively by big 
est advertising agencies. 

Put sparkle and _ selling 
power into y¢ 
mailing pieces ( 
FREE PIN-UPS R2. 

EYE-CATCHERS, INC. 
‘Stock Photo Center, U.S.A." 
207 E. 37th St., N.Y.C. 16 

. for more details circle 586, page 121 

Acetone A 
s= aK 

¥ i 
eZ 

Te tI te a ee 

for the particular artist 

SEND FOR CATALOG 

Number 52 
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The “key number” preceding the name of each advertiser listed below 
ow ‘ corresponds to a number on the Readers’ Service cards on the following 

insert pages. If you desire additional information concerning the products 
advertisers er services offered by any AR advertiser, all you need do is to circle the 

number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 
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Readers’ Readers’ 
Service Advertiser Page Service 
Number Number 

SCREORERETEERERERECERERROGOESERERORORORERCRERCERORRCRCCECECERCECRPORORCORRRORGRRGRRRGRORRRRReeeeeReeeCReeeeE CCRCCOCEROEROREOSREOROCRCRERORERCEOEROCOCOERERORECRERREREGEDRRCRCRGOEGRERRECRROREORGRRGEOGGEeCERReCetCCeREES 

Advertiser Page 

551 Acme Gravure Services Inc. 91 International Assoc. of Electrotypers 

556 Acrolite Products Incorporated 119 & Stereotypers, Inc. 45 
558 Advertising Typographers Association 606 International Color Gravure, Inc. 2 

of America, Inc. 75 638 JSM Printing Corp. 9 

552 Allen-Morrison Sign Co. Inc. a ae 608 Kalamazoo Label Company 89 
553 Allied Decals Inc. 119 609 Ketterlinus Lithographic Manufacturing Co. 41 
554 American Mail Advertising, Inc. 116 610 Kleen-Stik Products, Inc. 8 
555 American Trade Press Clipping Bureau 40 611 Krug Litho Art Co. Inc. 24-A 
581 Andre Kleerwrap Packages Inc. . 96 612 Lacey Corp., Merritt 119 
557 Appleton Coated Paper Company, The 115 613 Letter Shop, The 58 
591 Avery Adhesive Label Corp. . $7 614 Letter Shop Inc., The 114 
575 Avery Paper Company 109 — Major Photo 102 
560 Baker & Associates, L. Wm. Inside Front Cover 616 Major Services 119 
559 Bartz, F. H. . 40 615 Mead Corporation, The 1 
561 Bauer Alphabets, Inc. < oe 617 Metal Arts Company 64 
— Belford Co., Inc. . 38 618 Meyercord Co., The 56 
562 Black Box Collotype Studios, Inc. 98 621 Monet Company, The 106 
563 Brodie Advertising Service 116 619 Monsen-Chicago . . 72 
576 Brown & Bro., Arthur 50 620 Multi-Ad Services 119 
564 Brown-Bridge Mills, Inc., The 40 622 National Flag & Display Co. 111 
565 Buffalo Photo Company 103 623 Naz-Dar Company 5 
— Bundscho, Inc., J. M. 77 624 New York & Pennsylvania Co. Inside Back Cover 
567 Cantine Company, The Martin 14 625 Northwestern Photo Engraving Co. 47 

568 Capex Company, Inc., The 60 626 Office Products Inc. 92 
566 Champion Paper & Fibre Co. 81 629 Picture Recording Company 70 
569 Chicago Cardboard Company 101 630 Pioneer Rubber Company, The 64 
570 Chicago Show Printing Company 52 631 Presto Process Co. 76 
— Clement Co., J. W. 40-A 632 Progress-Hanson-Progressive Group, The Back Cover 
— Collins, Miller & Hutchings, Inc. 47 633 Radiant Color Co. 12 
$73 Columbia Ribbon & Carbon Mfg. Co. 13 628 Rapid Art Service 101 

574 Consolidated Lithographing Corp. . 35 634 Rapid Copy Service, Inc. 103 
577 Corona Color Studios 106 637 Rapid Typographers, Inc. 119 
571 Craftint Manufacturing Co., The . 2 635 Remington Rand Inc. 19 
572 Crocker Co., Inc., H. S. 38 627 Reynolds Metals Company 93 
578 Dean Color Laboratories, Inc., David 102 636 Robertson Sign Co. 110 

579 Dot Engravers, Inc. . 48 641 Sales Tools, Inc. 9 
592 Du-Plex Onvelope Corporation 114 640 Salvage Advertising, Pete 58 
580 Durable Rubber Products Co. 91 642 Sander Engraving Co., Inc. 104 
582 Eagle Rubber Co., Inc. 82 639 Schmidt Lithograph Company 56-A 
583 Eastern Corporation . 78 643 Sersen’s Imprinting, Inc. 38 
584 Elbe File & Binder Co., Inc. . 38 644 Service Bindery Co., Inc. 39 

585 Enterprise Photos 106 645 Service Typographers, Inc. 18 
587 Esleeck Manufacturing Co. 84 646 Sheraton Hotels 61 

588 Eureka Specialty Printing Company 36 650 Shorecolor, Inc. 12 

586 Eye-Catchers, Inc. 119 651 Sinclair and Valentine Co. 21 
589 Filmotype Corp. ll 647 Sloves Mechanical Binding Co., Inc. 40-B 
590 Friedman Associates, Estelle 18 648 Sorg Paper Company, The 10 

— General Exhibits & Displays Inc. 62 649 Standard Printing Co. 42 

593 General Outdoor Advertising Co. 112 — Strathmore Paper Co. 85 

599 Gilbert Paper Company 6 653 Technical Service Inc. 71 
594 Goodkin Co., M. P. 4 652 Teich, Curt 118 
595 Goodren Products Corp. 111 654 Texlite, Inc. 110 
596 Grace Sign & Mfg. Co. a 655 Thayer & Chandler 119 
597 Graphic Calculator Co. . F 656 Thilmany Pulp & Paper Company 90 
598 Graphic Systems . 70 657 Transilwrap Co. 58 

600 Guaranty Paper Corp. . 82 658 Ullman Co., Inc., The 37 
601 Hankscraft Company, The . 57 659 Union Rubber & Asbestos Co. 106 
602 Hansen Mfg. Co., Inc. 56 660 United States Printing and Lithograph Co. 8-A 
603 Hastings & Co., Inc. ‘ 65 — Warren Company, = = 83 

604 Hinde & Dauch ... 15 661 Warwick Typographers, Inc. 16 
— Hollywood Banners 14, 58, 110 663 West-Dempster Co. 112 

605 Huey, R. L. nee 662 Yarder Manufacturing Co., The 119 
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501/Circle on Readers’ Service Card 

Fluorescent Colors 

- Specimen folders showing recent de- 

velopment in fluorescent colors for letter- 

press inks. (Page 37) 

502/Circle on Readers’ Service Card 

Color Letters 

. samples and price list of series of color 

letters emphasizing the use of color to in- 

fluence paper sales. (Page 80) 

503/Circle on Readers’ Service Card 

Offset Duplicator 

... A. B. Dick Co. offers details of new 

Model 350 offset duplicator designed for 

office use. (Page 40B) 

504/Circle on Readers’ Service Card 

Ditto Duplicator 

. . . Ditto Inc. offers details on new offset 

duplicator designed for office use. 

(Page 40B) 

505/Circle on Readers’ Service Card 

“Exact” Follow-Up 

. . . Advertising Controls Inc. offers bul- 

letin No. 552 describing “Exact” system for 

controlling prospect follow-ups and inquiry 

response. (Page 114) 

506/Circle on Readers’ Service Card 

Lee Rite Letters 

. . » Lee Letter Service offers samples of 

photo offset printing and mailers that re- 

semble a regular typewritten letter. 

(Page 114) 

$07/Circle on Readers’ Service Card 

Varicolor Booklet 

. .. details of new diazo-sensitized mate- 

rial that produces multi-color prints are 

available from Tecnifax Corp. (Page 44 

508/Circle on Readers’ Service Card 

Oculite Catalog Sheet 

. catalog sheet describing new fluores- 

cent portable light with fleximatic arm. 

(Page 47) 

509/Circle on Readers’ Service Card 
Little Dabber 

- samples and details of Marquis Mfg. 

Co.'s “Little Dabber,” designed to get the 

“last dab” out of any tube. (Page 47) 

510/Circle on Readers’ Service Card 

Portable Photo-Copier 

. . . details of portable photocopier and 

moveable photo-copy booth are available 

from Hunter Photo-Copist Inc. (Page 48) 

511/Circle on Readers’ Service Card 

Dri-Stat 

. . . brochure describes Peerless Photo 

Product's “Dri-Stat’ photocopy equipment. 

(Page 48) 

> 
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%& Send for these helpful selling tools 

512/Circle on Readers’ Service Card 

Inks For Flexographic Printing 

. . . 16-page booklet dealing with Flexo- 

graphic inks available from Bensing Bros. 

and Deeney. (Page 40B) 

513/Circle on Readers’ Service Card 

Mail-Order Service 

. samples and price list of 4-color proc- 

ess separations by mail are offered by 

Universal Color Corp. (Page 41) 

514/Circle on Readers’ Service Card 

Printing Catalog 

. . catalog designed to help the screen 

process printer in his use of photographic 

materials. (Page 42) 

515/Circle on Readers’ Service Card 

Comput-A-Cal 

. . . leaflet lists details of seven-year-in- 

one calendar called “Comput-A-Cal.” 

(Page 70) 

Readers’ 

Service 

Dept. 

4401 

Company 

Adéress__ 

* Please send me the following: 

Items mentioned in editorial columns: 

511 512 513 514 515 516 517 518 519 520 521 

531 532 533 534 535 536 537 538 539 

More details from AR advertisers: 

516/Circle on Readers’ Service Card 

Recorded Sales Meetings 

. . . details of Recorded Publications’ new 

service designed to bring the meeting to 

the salesmen. (Page 71) 

517/Circle on Readers’ Service Card 

Stereo As A Sales Tool 

. new booklet describing Stereo selling 

is available from Sawyer’s View-Master. 

(Page 71) 

518/Circle on Readers’ Service Card 

Handy Box Catalog 

. . . 78-page catalog showing complete 

family of type faces and handy boxes is 

available from Baltotype. (Page 77) 

519/Circle on Readers’ Service Card 

Metal Offset Plate 

. information on new “one-step” sensi- 

tized metal offset plates is offered by Colum- 

bia Ribbon and Carbon Mfg. Co. Inc. 

(Page 77) 

* Please print or type information below 

Predacts 

City & Zone 

501 502 503 504 505 506 507 508 509 510 

522 523 524 525 526 527 528 529 530 

551 552 553 554 555 556 557 558 559 560 

61 

581 

01 

621 

641 

661 

562 563 564 565 566 567 568 569 570 571 572 573 574 575 576 577 578 579 580 

582 583 584 585 586 587 588 589 590 591 592 593 594 595 596 597 598 599 600 

602 603 604 605 606 607 608 609 610 611 612 613 614 615 616 617 618 619 620 

622 623 624 625 626 627 628 629 630 631 632 633 634 635 636 637 638 639 640 

642 643 644 645 646 647 648 649 650 651 652 653 654 655 656 657 658 659 660 

662 663 

* Note: Inquiries for items listed not serviced beyond April 15, 1956 
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Readers’ Service Dept. 

ADVERTISING REQUIREMENTS 

200 East Illinois St., 

Chicago 11, Ill. 
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| ea | Advertising 

HRequirements 
Meee C ULE 
SOTTO 

Send for these helpful selling tools 

520/Circle on Readers’ Service Card 
Presto-Cals 

. samples and details on decal sign that 

requires no water, solution or varnish. 

(Page 110) 

521/Circle on Readers’ Service Card 

Cold Mount 

. samples and folders describing new 

adhesive film are offered by Bourges Color 

Corp. (Page 101) 

522/Circle on Readers’ Service Card 

One Shop Service 

. . » booklet dealing with Letter Shop’s 5- 

point savings plan for direct mail users. 

(Page 116) 

523/Circle on Readers’ Service Card 

Posta-Tisers 

- samples of new marketing survey 

mailers from Curtis 1000 Inc. (Page 116) 

524/Circle on Readers’ Service Card 

Money-Minder 

. . . details and samples of vinyl bill clip 

with magnets are available from Magnex 

(Page 66) 

Postage 
Will be Paid 

by 
Addressce 

BUSINESS REPLY CARD 
Pirst Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 

Readers’ Service Dept. 

ADVERTISING REQUIREMENTS 

200 East Illinois St., 

Chicago 11, Ill. 

$25/Circle on Readers’ Service Card 

Glass Catalog 

. . . 20-page catalog featuring glassware 

patterns is being offered by Owens-Illinois 

Glass Co. (Page 66) 

526/Circle on Readers’ Service Card 

“Information About Fasson” Kit 

. samples and information on Fasson 

self-adhesive papers, foils and film. 

(Page 84) 

527/Circle on Readers’ Service Card 

Gilbert Brochure 
. samples of winning letterheads on 

Gilbert Bond paper are contained in color- 

ful brochure. (Page 82) 

528/Circle on Readers’ Service Card 

Kollect-Velope 

... details of new mailing combination 

with message printed inside the envelope 

are offered by Wolf Detroit Envelope Co. 

(Page 83) 

Readers’ | * Please print or type information below 

Service | Nam tite 

Dept. ia ada i 

1 Address ________siS ity & Zone acini 

* Please send me the following: 

Items mentioned in editorial columns: 501 502 503 504 505 506 507 508 509 510 
512 513 514 515 516 517 518 519 520 521 522 523 524 525 526 527 528 529 530 
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= ° 3 ° Qa @ > S o from AR advertisers: 551 552 553 554 555 556 557 558 559 560 

61 562 563 564 565 566 567 568 569 570 571 572 573 574 575 576 577 578 579 580 
581 582 583 584 585 586 587 588 589 590 591 592 593 594 595 596 597 598 599 600 
601 602 603 604 605 606 607 608 609 610 611 612 613 614 615 616 617 618 619 620 
621 622 623 624 625 626 627 628 629 630 631 632 633 634 635 636 637 638 639 640 
641 642 643 644 645 646 647 648 649 650 651 652 653 654 655 656 657 658 659 660 
661 662 663 

* Note: Inquiries for items listed not serviced beyond April 15, 1956 

529/Circle on Readers’ Service Card 

Woodbine Colored Enamel 

. » » specimen folder illustrating 13 sam- 

ples of Woodbine Colored Enamel is avail- 

able from Appleton Coated Paper Co. 

(Page 83) 

530/Circle on Readers’ Service Card 
Coated Offset Papers 

. samples of Planoflex, Swift River and 

Uniflex offset papers are offered by Oxford 

Paper Co. (Page 83) 

531/Circle on Readers’ Service Card 

Trufect Coated Papers 

. . « folder listing details on Trufect coated 

paper is available from Kimberly-Clark 

Corp. (Page 84) 

532/Circle on Readers’ Service Card 
Foxon Labels 

- samples of Foxon labels for clothing, 

candy, foods, and glassware and illustrated 

folder available from the company. 

(Page 96) 

532/Circle on Readers’ Service Card 

Langston Brochure 

... “Think First of Corrugated,” brochure 

describing corrugated boxes, offered by 

Samuel M. Langston Co. (Page 96! 

534/Circle on Readers’ Service Card 

Varigraph Literature 

. . . brochures describing precision letter- 

ing instrument are available from Vari- 

graph Co. (Page 118) 

535/Circle on Readers’ Service Card 

Reversal Film 

. . » details of reversal film called Ozalid, 

offered by General Aniline Film Corp. 

(Page 101 

536/Circle on Readers’ Service Card 

E-Z Set Display Unit 

. . - details of Mastercraft’s compact dis- 

play unit are described in illustrated folder. 

(Page 61 

$37/Circle on Readers’ Service Card 

Personalized Drapes 

. .- detailed information concerning 

drapery materials imprinted with personal- 

ized designs. (Page 62) 

538/Circle on Readers’ Service Card 

Exhib-A-Pac 

. . . details of a table display that folds 

to fit into a compact suitcase. (Page 103) 

539/Circle on Readers’ Service Card 

Jiffy Gloss 

. . . literature describes dual purpose of 

"Jiffy Gloss Ink,” available from Colonial 

Process Supply Co. (Page 92) 
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Pressman with moisture indicator 

checks relative humidity ‘‘built-in’’ 

to New York and Penn offset 

paper to eliminate the “‘hanging’”’ 

of sheets before they are run. 

WHY THIS OFFSET PAPER STAYS FLAT 

Before any skid of paper is unwrapped, wise 
pressmen check its moisture content. But 
more and more lithographers are learning 
that a big orange New York and Penn label 
invariably means offset paper moisture-con- 
ditioned for their pressroom...and ready for 
the press. Seeing that label, they é7ow that 
this is the paper that will st; free of waves or 
curl when the skid is opened under proper 
pressroom conditions. 

It isn’t just by accident that New York and 
Penn Offset maintains its just right-for-the- 
press quality. For one thing, this paper is 
manufactured so fibres align with consistently 
excellent formation. Curl and expansion are 
minimized right at the start. Then it is custom- 

conditioned to the humidity you request, cut 
in a big new “weather-controlled” finishing 
room, and packed in moisture-proof wrappers. 

Finally, since New York and Penn mills are 
located right in the middle of the Nation’s 
largest printing markets, this paper reaches 
you faster, with less handling. Result: higher 
quality, less work for you. 

And are there other benefits to this offset? 
Yes! Color...opacity...bulk...economy... 
unusual ability to take folds, die-cuts and em- 
bossing —to mention a few. 

You can get your nearest distributor's 

name by ‘phoning MUrray Hill 6-6090. Or 
write New York & Pennsylvania Co., 230 

Park Ave., New York 17, N. Y. 

New York and Penn 

Kile Ct Fewer Wlaniacta 2e0) 

Super * English Finish ® Eggshell * English Finish Litho © Offset © Music * Bond * Tablet ® Duplicator * Mimeograph * Drawing ® Imitation Press Board * and other specialty grades 

for more details circle 624, page 121 



GEARED FOR 

TYPOGRAPHY 

ELECTROTYPES 
ew and MATS 

A three-company team, under one-company management, 

with one policy: 

To work individually, together, or interchangeably 

to give you fast, dependable, round-the-clock service, 

and the finest in craftsmanship. 

FREE—AND AT ae 7 ° 
no Ghiaeaiias te Wen) In brief: To show you what teamwork really is 

s 0- b . Iot tn deccribe att of tre Whether you use only one service or all three! 
services that we offer you 

Write for a copy now Call us in for your next job. 

THE PROGRESS e HANSON @ PROGRESSIVE GROUP 

PROGRESS HANSON PROGRESSIVE 
PLATE MAKING COMPANY ELECTROTYPE COMPANY COMPOSITION COMPANY 

923 Filbert Street, Phila. 7 Ith & Sansom Streets, Phila. 7 Ith & Sansom Streets, Phila. 7 

WAInut 2-0447 WAInut 2-5567 WAInut 2-2711 

NEW YORK phone: MUrray Hill 2-1723 e WILMINGTON phone: Wilmington 5-6047 ¢ BALTIMORE phone: SAratoga 7-5362 * WASHINGTON phone: EXecutive 3-7444 

for more details circle 632, page 121 


